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Now Juan Valdez goes on TV in 10 major U.S. markets. 
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Philadelphia, Detroit, Boston, Washington, and Cleveland. 
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INNER BAG 
MEANS FRESHER FLAVOR 


Bean-fresh and bargain- priced ., 


in the new \ 


PLIOFILM 


LINED BAG 


PLIOFILM provides a positive welded seal, yet allows 
CO2 to escape and minimizes the entry of flavor- 
stealing oxygen far more effectively than any other 
film...and at a surprisingly low cost. That's why Chase 
& Sanborn, like many other coffee roasters, chooses 
a PLIOFILM liner to protect its coffee.The PLIOFILM lined 
package helps eliminate the inconvenience of in- 
store grinding. It prevents waste...ends grinder 
maintenance cost... gives you more selling space. 


For further information, write Goodyear, Packaging 
Films Dept. A-6433, Akron 16, Ohio. 


Pliofitm, a rubber hydrochloride—T.M. The Goodyear Tire & Rubber Company, Akron, Ohie 








‘“THERMALO ROASTED’ 
is best in the cup 


Thermalo, the only roasting method in which heat 


applied is absolutely uniform 
MEANS A BETTER CUP OF COFFEE! 


Thermalo, using temperatures less than half of 


those used in other methods... 
MEANS A BETTER CUP OF COFFEE! 


Thermalo, with high velocity circulation which re- 
moves chaff and smoke from the roasting cylinder... . 
MEANS A BETTER CUP OF COFFEE! 


Thermalo, assuring full development of flavor and 


aroma without scorching or soot. . 
MEANS A BETTER CUP OF COFFEE! 


Thermalo, which gives you even development with- 
in each bean from the center out. ... 


MEANS A BETTER CUP OF COFFEE! 


AND NOTHING GETS YOU MORE CUSTOMERS AND 
MORE SATISFIED CUSTOMERS THAN A BETTER CUP 
OF COFFEE! 


" NEW YORK CHICAGO IN SAN FRANCISCO 
BF. Gu Tempo-Vane Mfg. Co. 


B. F. Gump Co. DALLAS SAN FRANCISCO 
ENGINEERS 330 First Street 
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CECILWARE / 
coffee 
carriers 


2 galt 
B gation 
D gallon 
10 atin 


Full 414” 
clearance 
for cups 





TE ce: deme (113 | 


Brew coffee in these gigantic urns. 
Serve it piping hot in Cecilware 
carriers with special multicellular 
insulation that has 40% more heat 
retention. 

For more information, see your local 
supplier and write for our new 
Golden Anniversary Catalog No. 50. 


43-05 20th Avenue, Long Island City 5, N. Y. 





WHAT 
DISTINGUISHES BRAZILIAN COFFEE 
FROM ALL OTHERS ? 


BRAZILS 
ARE 
PREFERRED 


The millions of U. S. citizens who have made 
coffee the nation’s favorite beverage naturally 
do not all like the same blend or brand. Yet, 
one country, Brazil, continues year after year 
to export more of its coffee to the United States 


than any other country. 


A basic reason is the unequalled variety and 
quality of the Brazils. They satisfy a wider 
range of consumer tastes than any other cof- 
fee. Coffee experts and the general public 
agree on the eminence of their rich body, full 
flavor and aroma, The U. §S. taste for coffee 


has been built on Brazils 


PROMOTE 
BETTER 
BREWING 


Join the industry-wide 
campaign for 
heartier coffee 
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BRAZILS 
ARE 
PREFERRED 


THE BRAZILIAN COFFEE INSTITUTE 120 WALL STREET, NEW YORK 5, N. Y. 
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The Mormacpride, first of Moore-McCormack Lines’ new combination cargo-passenger liners, makes 
coffee-handling history as she loads the first shipment from Santos for direct delivery to Great Lakes ports. 


It’s not by chance that Moore-McCormack 
is the largest coffee carrier in the world 


IT’S PLANNING, not chance, that puts a 
Moore-McCormack ship on the coffee berth where 
you want her, when you want her—in Brasil, South 
Africa and East Africa, the coffee islands of the 
Indian Ocean. 
Mooremack has the ships — a fleet of forty- 
eight modern, American-flag freighters offering you 
fast, dependable, regular service. 
Mooremack has the experience — almost 
half a century of it, which assures you expert han- 
dling and carriage of your valuable coffee cargoes. 
Mooremack is planning and building for the fu- 
ture, too. A $430,000,000 building program includes 


the new luxury cruise liners ss ARGENTINA and 
ss BRASIL, eight new combination cargo-passenger 
liners equipped with the latest cargo-handling gear. 
All of these are now in operation or in construction 
—with more to come. 


Plan your coffee shipment needs with us! 


MOORE- M60 RMACK 


Two Broadway New York 4, N.Y. 


American Republics Line « American Scantic Line 
Pacific Republics Line « Robin Line 
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NCA's John McKiernan discusses his organization's 


past role, and its plans for the future .. . 


“the national coffee association” 


As the guest writer of this editorial page, 
we are well aware that we were invited not 
because of who we are, but because of our 
position in the organization which we repre- 
sent. That is as it should be. And we are 
confident that we shall not abuse our guest 
privileges if we write briefly here of that 
organization in which we entertain a just and 
decent pride—the National Coffee Associ- 
ation of U.S. A. 

A recent application for membership in 
the Association comes to mind. The appli- 
cant, after reading about the N. C. A.’s ser- 
vice to the coffee industry, wondered why 
his firm had not enrolled much earlier. We, 
in turn, wondered how many other companies 
in the trade might respond similarly if they 
know more about the Association. 

As long ago as 1927, NATION’S 
BUSINESS magazine observed that the ex- 
istence of trade organizations is evidence 
that businessmen are convinced that the “go- 
it-alone” policy is neither satisfactory nor 
profitable. “Identification with a_ trade 
group,” the publication stated, “is a recogni- 
tion that association with others producing or 
distributing the same commodity enables an 
individual, through group action, to do things 
which one businessman could not afford to 
do alone.” 

It is axiomatic that the strength and in- 
fluence of any trade organization is in pro- 
portion to the combined volume of its con- 
stituents. In unity there is strength, not only 
for the whole but for each of its parts. Great 
coaches know that the depth of their teams 
is often as important as their power. The 
strength of the team are the players, and the 
strength of the player, the team. 

The roster of the N. C. A. is constantly 
open to qualified and approved firms in the 
Roasted or Green coffee trade or in allied 
industries. Present members represent an 
estimated 85 percent of total U. S. coffee 
trade volume. But what about the other 15 
percent ? 

It would be easy to assume that all coffee 
firms which are non-members of the N. C. A. 
are not sufficiently informed about the 
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services which the Association renders to 
its members and to the industry at large. But 
it would also be naive to assume so. Just as 
sure as death and taxes is the certainty that 
there are some individuals and some indus- 
trial entities which will prefer to dodge the 
fare and be free-riders. Whether they know 
it or not, such hitch-hikers in the coffee trade 
do not ride quite as well as Association mem- 
bers. And this advantage is aside from the 
member’s pride in the knowledge that he is 
no man’s obligee. 

In our ambition to expand the base of the 
Association’s prestige, we would much rather 
focus upon those firms in the trade which 
either have no information about the N. C. A. 
or know it only as an agency which merely 
collects annual dues. Obviously, if the latter 
notion had a semblance of truth, we would 
not be now marking our Half Century of 
Service to the coffee industry. 

Among the subscribers to Coffee & Tea In- 
dustries there are, undoubtedly, eligible cof- 
fee firms which, for one reason or another, 
have remained outside their national trade 
association. We invite their inquiries about 
our activities. We are confident that they 
will be impressed by the scope of the 
N. C. A.’s services to the trade from which 
they derive their livelihood. And we invite 
their criticism, too. For as anyone who has 
perused our history knows, it is on construc- 
tive dissension as well as on the policy of 
the greatest good for the greatest number, 
that the Association’s current edifice is built. 

At the outset of this guest editorial, we 
said we would discuss a subject which is 
constantly in our mind and an organization 
in which we feel a just pride. In times when 
the coffee trade has been under fire, the 
N. C. A. has been in the vanguard of defense. 
And when the going was easier, the Associ- 
ation never ceased its efforts to make the 
good times even better—for all in the in- 
dustry. 

In conclusion, we thank Coffee & Tea In- 
dustries, one of the Association’s oldest Allied 
members, for this special opportunity to greet 
and “talk shop” with its subscribers. 





A 
skilled hand 
brings out 
the best 
in tea 


It has been our aim for over twenty years to bring you the finest in tea bag paper. 


Ask Aldine... 


efits 
ALDINE PAPER CO., INC. : C.H. DEXTER & SONS, INC. 


Distributor Manufacturer 
535 Fifth Ave., New York 17, N.Y. . Windsor Locks, Connecticut 
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Here, described step by step, are... COFFEE and TEA INDUSTRIES 


and The Flavor Field 


HF The ways in which a coffee-man should be able to VOL. 84, NO. 1 JANUARY, 1961 
help the vending-machine manufacturer; 


BH The background and experience he should have to 
properly approach the job; 


wa A clearly defined delineation of the line of liaison, 
from vending manufacturer, through the coffee man, 
to the ultimate consumer. 


“Show a coffee-man can work with 
vending machine manufacturers” 


By ROBERT CHAPPEL 
Vending Sales Manager, King Coffee Co. 


How can I help you, Mr. Vending Machine Manufactur- 
er? How can I, as a regional Coffee-Man, help you, a na- 
tional manufacturer, in the job you are doing? 

Let’s examine the vending slate a little more closely to 
see whether a coffee-man can become accepted as a part of 
this fast moving, fast expanding, big-time vending picture. 
What shape must our “assistance pattern” take to make it 
acceptable and worthwhile? Has the coffee-man carved a 
private niche in the vending picture, or is he merely an- 
other source of supply for vending products as far as you, 
the vending equipment manufacturer, is concerned? Why 
should you even think about the coffee-man in any other 
capacity ? 

In reply, let me state that the coffee-man can become 
far more than a mere cog in the thinking of most of vend- 
ing manufacurers with whom he works, Here’s why we 
say this with such emphasis. 

First, however, to keep the record straight, we must 
speak on the basis of our own experience. Secondly, we 
are considering real coffee only (as opposed to soluble or 
concentrate coffee), and the automatic, coin-operated, 
fresh-brew real coffee machines that today dispense and 
sell such near perfect coffee on location. Whether they 
are self-brew, pre-brew, ‘single cuppers,” serve coffee only, 
serve hot chocolate also, serve soup as well, it makes no 
difference, as long as the coffee offered is made from the 
freshly roasted, freshly ground product. Because that’s 
where we come in! King Coffee, Inc. produces and sup- 
plies coffee for a large segment of fresh-brew venders 
operating in the highly industrialized Detroit area. De- 
troit is our focal point, our manufacturing headquarters, 
from where we fan out to serve the rest of Michigan, and 
much of Ohio and Indiana 

Over the past seven years, since 1953 when the first 
fresh-brew automatic coffee vending machine was intro- 
duced through us in Detroit, our ‘assistance pattern” 
(as it may well be called) with the manufacturers has 
taken quite definite and interesting shape. At first, there 
was naturally a great deal of groping, for we were in 
the dark as to the direction of future trends, But because The pletwe shove chews the Gest frech-brow automatic 
of what we could see in fresh-brew vending growth vending machine in production. The unit, which utilized 
ahead, because of our certainty that herein lay the next freshly-roasted and freshly-ground coffee, was introduced 

(Continued on page 10) by King Coffee, in Detroit, in 1953. 


JANUARY, 1961! 9 





“the coffee-man and vending 
machine manufacturers” 


(Continued from page 9) 





step in successful industrial coffee service; because of the 
natural interest in seeing our own industrial catering 
accounts get an early start in the right direction—we took 
our own first step in cooperation with the vending ma- 
chine manufacturer. We began by bringing the manu- 


facturer and the industrial caterer together in our plant. 

These early meetings, usually including one manufactur- 
er along with a group of several prospective operators, 
became the springboard to greater interest in fresh-brew 


vending in the area. So when new fresh-brew machines 
appeared on the market, and as keener interest in the 
progress of this new equipment began to develop on the 
part of location management as well, the first exclusive 
Coffee Vending Show for fresh-brew machines was born. 
For the first time, the manufacturer, the operator, the 
supplier and location management met as a group on 
grounds of common interest. An “assistance pattern’ was 
developing. Yet even when these shows became annual 
events, the manufacturer was still welcome to use our 
plant, by prior arrangement, for private demonstrations 
at any time 

All of us at King Coffee were by now learning a great 
deal about the new machines through these annual vend- 
ing shows. By helping the manufacturers set up their 
different fresh-brew models, by listening as the manu- 
facturers explained the operation and features of a par- 
ticular machine to prospects brought in to meet them; 
by close watch on the functioning of machines on loca- 
tion with King accounts in the field; and by careful study 
of machines loaned to us by manufacturers, we stayed 
right on top of developments as they came—and, they 
came fast once they started. New models, refrigerated 
cream, improved cup dispensing, plastic cups, sanitation, 
better coffee grinds, improved maintenance, attractive ap- 
pearance—vast strides were made in just a few short years. 

In a news release which ran in the Detroit papers in 
October, 1956, we predicted tremendous expansion and 
acceptance of fresh-brew coffee vending machines by in- 
dustry, These predictions were based first on the con- 
tinuing improvement in the cup of coffee dispensed, and 
secondly on the growing acceptance and appreciation of 
their functional advantages. In large plant and office 
operations, fresh-brew machines provided a new concept 
of speed, and efficiency, in handling the in-between and 
often the regular coffee service to employees. Obviously, 
these fresh-brew machines were the start of revolutionary 
steps in industrial coffee service—leading us all out of the 
“coffee in a milk bottle era.” 

Yet they still had to be sold. Vending machines didn’t 
just march out into the field of operation and sell them- 


selves. While King Coffee has never taken sides or 





Be What's this department. . . 


A news item from West Pakistan states that that 
area's Education Directorate has instructed teachers 
in schools to impress upon school children that tea 
drinking is injurious to health and not nourishing. 
Students will also be told to appeal to their parents 
to refrain from tea drinking! This, from a produc- 
ing area!! 
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recommended one machine over another, we could never- 
the-less inform our friends, the manufacturers, when any 
interest developed in the equipment they built. In this 
manner, we did considerable “bird dogging” for the 
manufacturers, We were actually extra representatives for 
them in the field, if they wanted to use us, and most of 
them did. 

Late in 1957, we published the first composite book 
containing the latest data on all of the coin-operated, 
fresh-brew coffee vending machines on the market at that 
time. That is, machines dispersing freshly-ground, fresh- 
ly-brewed coffee. It was entitled “What's New In 
Fresh-Brew.” All material presented was made as timely, 
authoritative and objective as possible. The result of our 
efforts was a study that proved of considerable value alike 
to manufacturers, vending operators, and location manage- 
ment. It stimulated fresh-brew vending progress, ac- 
ceptance and thinking in new areas. While the issue was 
necessarily limited in quantity, since King Coffee paid 
the entire cost of publication, we filled most requests that 
came in from all parts of the U.S., and later on from 
many spots in Europe. This brought us once again a 
little closer to the manufacturer. In fact, the greatest 
single request volume came from some of the machine 
producers themselves who were represented in the book. 


Possibly the degree of successful cooperation we began 
to enjoy with the manufacturers lay partially in the fact 
that we tried never to take the selfish approach in any 
promotion. We steered clear of taking sides, and did our 
utmost to remain absolutely impartial to all, in every 
kind of situation. One thought, one policy, was always 
kept predominantly in mind as the goal to shoot at— 
give the man putting his dime into a coffee machine a 
cup of the best coffee it is possible to turn out. If we 
are working towards this end, we can’t go far wrong. 
After all, the fina! consumer is the one who spells suc- 
cess or failure for all of us. We all must work together, 
location management, the operator, the supplier, as well 
as the manufacturer of the equipment being used. 

Our vending policies and programs developed and 
grew. This was of extreme importance to us during early 
formative years when the fresh-brew picture was gaining 
a foothold. In the first four years, between the advent 
of fresh-brew in 1953 to 1957, eleven manufacturers 
introduced new fresh-brew models. This represented 
considerable growth, considering high development costs 
in a decidedly new principle in employee feeding. We 
did our best during those years to keep operators and 
location management prospects up-to-date on develop- 
ments, improvements, and new models coming along. 

Another thing, we knew the Detroit area market, as 
only a regional roaster can know his area. No fresh- 
brew machines were manufactured here, all were de- 
veloped and produced out of the state, mostly in the East 
and Middle West. So the manufacturers could not know 
our area as we did. King Coffee had grown up in De- 
troit, was serving almost 75 percent of the industrial 
caterers in the pre-machine days. We knew those who 
did a quality job, and those who were always cutting 
corners. Also, many industrial firms operating cafeterias 
used King Coffee. Who, therefore, could better know 
where fresh-brew coffee machines should be located, and 
who to contact for approval? If any one knew, we did, 
although much “bird-dogging” was still, and will always 

(Continued on page 12) 
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That just-ground aroma is what your customers want! 


... and coffee bags lined with new “K” cellophane seal it in best! Aroma and flavor are the big things in 
coffee today! That’s what sells and re-sells bagged coffee. Make sure your customers get all this goodness by pack- 
ing your coffee in bags lined with ““K” cellophane. They give extra protection, ex- 
tra shelf life, add no odor of their own to destroy natural coffee fragrance. Talk 
over new “‘K”’ cellophane with your bag supplier. For his name write: E.I. du Pont 
de Nemours & Co. (Inc.), Film Department CT-I, Wilmington 98, Delaware. . THROUGH CHEMISTRY 


46.4 5, var ort 


BETTER THINGS FOR BETTER LIVING 
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be, needed ‘n any industrial market of size and impor- 
tance, 

Of interest, too, the Detroit market had not previously 
been saturated with soluble coffee machines, as were cer- 
tain other important industrial areas. Therefore, it was 
a question of selling fresh-brew dispensing equipment 
from scratch, rather than replacement selling with new 
high financing costs falling on the shoulders of the oper- 
ators working to pay off older equipment. Detroit was 
wide-open for the coin operated, automatic fresh-brew 
vender. 

Looking back on the whole development, and at the 
expense of being misunderstood, I'm inclined to touch 
briefly on my own background in the coffee business, 
and my rise to Vending Sales Manager for King Coffee, 
Inc. I relate this only because it has a direct bearing on 
the services that a Coffee-Man can give to the Vending 
Machine Manufacturer. The type of experience acquired 
in my previous work definitely equipped me to render 
more assistance to these manufacturers than if I had come 
up through the sales department. Actually, I had been, 
for a number of years, Service Manager for the company. 
Looking at it impersonally, what did this mean? 

As service manager for King Coffee, I had worked on 
every conceivable type of brewing equipment made. It 
was our job to maintain and repair everything—from the 
simplest electric stove and pour-over urn, to the compli- 
cated automatic coffee making equipment that many of 
our customers use. I made “field trips” to the factories 
to watch equipment fabricated and assembled, and work- 
ed in shops to learn equipment first-hand. We had to 
know in order to keep coffee making equipment func- 
tioning in the field. After all, coffee making equipment 
operates more continually than any other restaurant ap- 
pliances, with the possible exception of refrigeration, 
and an operator can't afford to have it out of order dur- 
ing a single meal period, 

Thus, when the fresh-brew vending machine came in, 
with varying automatic coffee brewing units and devices, 
this service department training and experience stood us 
in good stead. We were already familiar with the basic 
problems of maintenance, operation, extraction, grind, 
roast, sedimentation, temperature, etc. common to auto- 
matic brewing equipment. We were in a position to be 
basically helpful on the variable and mechanical adjust- 
ments that mean the difference between a cup of medio- 
cre or a cup of good coffee. A manufacturer cannot al- 
ways send out his service man whenever a machine isn't 
working properly. With hundreds of units spread over 
the country, it is physically and financially impossible to 
provide immediate coverage service-wise. Here again was 
a fine opportunity for the coffee-man to get into the 
picture. 

Scarcely a week goes by now that one of the manu- 
facturers’ representatives in our area doesn’t ask us to 
call on a customer with him, to help correct some type of 
problem generally prevalent in automatic vending. (As 
I write this today, we are in the act of making soluble 
solid tests of coffee brews for one of the big operators 
in the area, through direct request of the machine manu- 
facturer.) We are fully equipped to comply with re- 
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quests of almost any nature. 

On frequent occasions, we have assisted in setting up 
sanitation programs for operators. We have called with 
manufacturers on complaints of every description. We've 
assisted in installations of equipment at new locations. 
Occasionally, we've recommended mechanical changes 
or corrections in a machine, recommendations which have 
been graciously accepted by the manufacturer because 
they appreciate the fact that certain weaknesses show up 
only under actual field experience. In all of these areas 
of assistance, whether we are working directly with the 
manufacturer, or with the operator who uses his machines, 
or with location management on location problems, all 
of these directly or indirectly help the vending machine 
manufacturer. 

In conclusion, therefore, a beneficial line of liaison must 
be established from the manufacturer through to the 
operator. It is still our firm belief that the job includes 
everything that we can possibly do to give the man or 
woman, who puts his or her coin into any make of fresh- 
brew vending machine, a cup of the finest coffee it is 
possible to automatically produce. With this as a goal, 
coffee people have many roads of cooperation and ser- 
vice to the manufacturer open to them. 

The final rewards are obviously apparent to the coffee- 
man as vending machines make their mark in ever widening 
sales circles. 





War Because of the increasing importance of 
vended coffee to our readers we've devoted space 
to several other articles on the subject. You'll 
find them on the following pages of this special 
convention issue of Coffee and Tea Industries. 





Aluminum tab-cans may 
become factor for coffee 


The newly developed aluminum can utilizing a tear- 
off tab as a means of opening may become a considerable 
factor in the packaging of instant coffees in the near fu- 
ture. Th efirst cans of this type are now being produced in 
the United States by the Central States Can Company, of 
Massillon, Ohio. 

The tear-tab container embodies a strip which is pulled 
to remove the lower seam so that the top can be easily 
removed. The lid itself has a deep, counter-sunk shape 
which means that it can be placed back on the can, as a 
snug-fitting plug. 

According to the manufacturer the new type aluminum 
container is easily adaptable to the needs of packagers of 
instant coffee. The company points out that similar con- 
tainers have had wide acceptance on the German market 
for a number of years. At present the container is said 
to be able to stand a modest amount of pressure, or vacu- 
um, and the company is continuing research and develop- 
ment with a view to determining whether it may eventual- 
ly be utilized for vacuum packed coffees. Pricing is said 
to be competitive with glass coffee packages. Central 
States is presently manufacturing the new type aluminum 
container in three basic sizes—2!/, inches in diameter by 
11, inches; 214 inches in diameter by 21 inches; and 
3 7/16 inches in diameter by 1 13/16 inches in height. 
The company’s equipment has the capability of produc- 
ing cans which are up to 3 7/16 inches in height. 
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coffee is first... 


...on the list of the nation’s imports— 
and New York’s First Bank 


The Bank of New York 


has been financing coffee imports since 
merchants first needed bank financing. 





ORK 48 Wall St., New York 15, N.Y. 
New York's First Bank + Founded 1784 


Momber Fedsva! Depestt Innerance Corporation 
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The consuming public once considered the coffee served by 
vending machines a "necessary evil’. No one expected it to 


be really good. Fortunately times have changed. Now roaster 


and vendor alike have found that... 


Good Coffee is Good Business 


By EUGENE G. LAUGHERY, President 


Coffee Brewing Institute 


The vending machine business is expanding and chang- 
ing so rapidly these days that it could almost be called a 
new industry. Where only a few years ago the coin dis- 
pensers were utilized chiefly as “automatic salesmen” of 
packaged goods like cigarettes and candy, or of bottled 
goods and liquid-extract or instant coffee, today's concept 
of automatic merchandising takes in not only full hot meal 
service from multi-unit batteries of machines, but the sale 
of staple groceries, such as bread and eggs, as well as an 
ever-widening selection of goods ranging from razor 
blades to men’s shirts. 

Especially in the mass feeding field, the vending ma- 
chine man is no longer just a buyer and seller of packaged 
goods; he now prepares many of the products he sells 
through his machines—and one of the most important of 
these is coffee. 

Until a few years ago, the coffee sold through vending 
machines was generally regarded as something akin to a 
necessary evil, As long as the machines were handy and 
there was no other way to obtain it, people would drink 
the machine-dispensed beverage—but no one really ex- 
pected it to be good 

Today, the picture has changed radically. More and 
more machines have been put on the market that are cap- 
able of providing a freshly-brewed product as good as any- 
thing obtainable at home or in restaurants, and the vend- 
ing man can no more expect his customer to be satisfied 
with a poor cup of coffee than he would be with a ma- 
chine-dispensed package containing only 15 cigarettes. 

The industry as a whole acknowledged the importance 
of coffee when manufacturers developed and operators ac- 
cepted these machines, in spite of the necessity for re- 
placing still useful instant machines at a cost two or three 
times that of the older units. If the new machines had 
been just ‘package’ dispensers, there would be little the 
coffee man could do to help the operator serve a quality 
cup of coffee. But just as with restaurant urns, coffee 
machines can be adjusted to make a wide variety of brews, 
and the temptation to cut down on full-bodied, fuil-flavor- 
ed beverage to save costs is a constant threat. 

The first thing to remember is that the machine's func- 
tion is basically the same as that of any coffee-maker: to 
bring the right amount of coffee together with the right 
amount of water at the proper temperature for the right 
length of time. If the process is properly regulated, the 
result will be a good cup of coffee, and the coffee man 
can help the vending man to achieve this result in the 
same manner that he has helped the restaurant man. 

The coffee salesman who has seen the impressive sales 
increases obtained by progressive restaurants through the 
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improvement of their brewing formula can apply these 
lessons to the vending machine as well. The slight in- 
crease in the cost of the ground coffee used in the brew 
will be more than made up by increased cup sales—and 
that after all, is what the vending operator is trying to 
achieve in his business. 

There's no question that the quality of the coffee is 
even more important in a vending operation than in a 
restaurant. The restaurant patron can be influenced by 
such things as the temperature of the room, the attitude 
of the waiter and other considerations, In a vending ma- 
chine, there is only one factor to consider: the quality of 
the product served. The product is the vending operator's 
only salesman, and it’s just plain common sense to use the 
best salesman you can get. 

There's no mystery about what constitutes a ‘good cup 
of coffee’. The research carried out by the Coffee Brew- 
ing Institute has resulted not only in the definition of the 
proper brew but in the development of tests and tech- 
niques that can be applied to every kind of coffee-maker, 
including the vending machine. 

The coffee man knows very well under what conditions 
his coffee will yield the best beverage. It requires a great 
deal of skill and effort to achieve a blend of properly 
roasted coffee that builds sales through consumer enjoy- 
ment and satisfaction. The coffee man should do every- 
thing within his power, based on long experience and 
knowledge, to prevent misuse of his product. He can now 
check the grind, the temperature, and the time of brew- 
ing. He can investigate the quality of water that is used. 
He can certainly make a measurement of beverage strength 
with a hydrometer on the spot. Even if he does not have 
the necessary equipment, he can take samples and send 
them to the Institute for analysis. This analysis will also 
tell him whether the coffee is being extracted to best ad- 
vantage which is definitely not the same as over-extraction 
or reaching for the dregs. 

The coffee man is in a wonderful position to assist the 
vending operator who, by and large, is relatively new in 
the business and who is really looking for sound advice 
that will produce increased sales. The operator should be 
instructed to know the difference between bitterness and 
strength. He must learn that over-extraction and accom- 
panying bitterness must lead to a dilute, unpalatable, un- 
saleable beverage lacking flavor and body. Only proper 
quantities of coffee and water and correct extraction give 
the kind of beverage consumers like and machines can 
produce if given a chance to do so. 

Both the coffee man and the operator, who know what 
they are doing, can exert an influence in the right direction 

(Continued on page 16) 
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on vending equipment manufacturers. At the present 
time, there is a tendency for the equipment people to ride 
the old, worn-out horse of more cups per pound. The 
restaurant man and his equipment suppliers now know this 
is not true. Why should vending brewers be any differ- 
ent? Good coffee is still good coffee no matter what kind 
of equipment is used, 

The Institute welcomes every opportunity to be of ser- 
vice to everyone who wants to know more about good 





BaF How fo sell coffee, sans profit... 


100,000 consumers swarmed through the doors 
at the opening of a supermarket in J.M. Arnoft's 
discount department store in California, What 
drew them was the offer of a pound of coffee at 


5-cents per pound. Nice promotion, but no profit! 





beverage and how it can be made. Its laboratory facilities 
and experienced personnel are available to answer specific 
questions, Problems of the vending industry are no dif- 
ferent from those of the restaurant and home brewing 
fields. Machines can be built and operated to produce a 


product worthy of the Golden Cup if the knowledge and 
experience now at hand among coffee men, equipment 
manufacturers, operators and the Coffee Brewing Institute 
are really put to work. Good coffee can be a real sales 
builder not only for coffee but also for every other food 
item vended. Let's give it the opportunity it deserves. 


Indian coffee board 
looks to instants 


The chairman of the Indian Coffee Board, Shri H. 
Sitarama Reddy in a recent speech on the occasion of the 
Board's 50th meeting indicated that the time was ripe for 
an immediate study of the product and its place in the 
Indian coffee economy. 

Mr. Sitarama statd, that, “I feel that the place of in- 
stants in this country’s economy is a subject worthy of 
immediate study by leading planters as well as the trade. 
It is gratifying that a pioneer project is already in the 
field. It is said that 50 percent of the coffee consumed in 
the United States is in the form of instant coffee. Major 
coffee consuming, as well as coffee producing countries, 
are setting up an increasing number of instant coffee pro- 
ducing plants. In the light of these facts, I feel, we have 
reached a stage where the feasibility of the manufacture 
and sale of a sizeable portion of Indian coffee in instant 
form for both home and overseas markets calls for practi- 
cal consideration.” 
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One example: 
The world’s first new fully automatic machine for- 
ming, filling and closing PLIOFILM-lined bags in 
satisfactory continuous operation in a Canadian 
coffee plant. 


A few of the important features: 


@ Insured protection by fin-sealed 
PLIOFILM-liner, 

reduced bag costs, 

attractive package, 

elimination of bag inventory, 
accurate weights with HESSER scales, 
reduced labor cost, 

less space required, 

high speed, 

fully automatic height adjustment. 


Dozens of fully automatic HESSER packaging ma- 
chines were supplied to large well known US and 
Canadian companies within the last few years. 
Request list of customers. 


For full information ask HESSER, builders of the 
fastest fully automatic bag packaging equipment on 
the market, represented by 


Diederichs & Griffin Comp., Chicago 48/JIl. 

Geveke & Co. Inc., New York 4/N.Y. 

James C. Hale & Co., San Francisco/Cal. 

Ed. A. Wagner & Ass., Dallas/Texas 

Packaging Equipment Service Ltd., Toronto/Ont. 

Agencia Comercial Anahuac S. A., Hugo Schoener 
Mexico D.F, 


FR.HESSER 
MASCHINENFABRIK-AKTIENGESELLSCHAFT 
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An expert in the field of coffee brewing dis- 


cusses the needs of the vending industry .. . 


“machines make coffee 


The important and fundamental fact on which this 
brief discourse is based is this: machines can make coffee, 
but the responsibility for the kind of coffee that machines 
make is in the hands and minds of men who make and 
operate machines 

It has been the experience of the Coffee Brewing In- 
stitute that equipment manufacturers are more familiar with 
the building of machines than they are with the products 
their machines are intended to serve. They have a vast 
background in mechanical and electrical engineering but 
very little knowledge of the chemistry of food preparation 
and especially little understanding of taste, aroma and other 
characteristics of foods that control their quality and ac- 
ceptability. How can a man build a machine unless he 
has a complete understanding of the product? The manu- 
facturer must know and understand everything possible 
about the product before he can build a satisfactory machine. 

The manufacturer may not be the one who actually 
uses the machine. It may be operated or its operation 
supervised by someone else. This situation often occurs 
in your business. Therefore, the operator must seek a 
machine that is not only good looking, easy to keep clean, 
dependable, economical in cost and upkeep, but one that 
also produces a product that consumers will buy not once 
but time and time again and always go away with satis- 
faction and enjoyment in their minds. This can be 
achieved only if the operation has a basic and funda- 
mental knowledge of product quality and acceptability. 

Is there someone else who is a part of the quality and 
acceptability picture? Of course there is. The man who 
supplies the raw material — in this case, roasted ground 
coffee with which the machine works to produce the 
product the operator wants to dispense. The coffee sup- 
plier, then, is the one who should know most about this 
raw material and the quality of the beverage that can be 
prepared from it under optimum conditions. 

Because the automatic vending of coffee, particularly 
of fresh-brewed coffee, is relatively so new, all of the 
participants in this type of merchandising must cooperate 
to the fullest if present expectations of success in the 
consumer market is to be achieved. 

One of the great difficulties that must be overcome 
before a rational understanding of the problems involved 





Dr. Ernest E. Lockhart, author of this article, is widely 
known as Scientific Director of The Coffee Brewing Insti- 
tute. His knowledge of brewing techniques have made bis 
appearance as a specialty consultant in vended coffees man- 
datory at many of the important vending shows during 
the past year. 
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— men make decisions” 


is possible is the current lack of a uniform language. 
Everyone has his eyes focussed on these problems but is 
viewing them from a different angle and with a different 
background of experience. It would certainly be helpful 
if words used in discussion had the same meaning to 
everyone. 

To get at this underlying difficulty relating to words 
and communications, let us talk about making coffee 
beverage. 

If roasted, ground coffee is mixed with hot water, 
allowed to remain together for a short time and finally 
the grounds separated from the liquid, the result is 
beverage. These are words that everyone understands. 
There would be no argument that by following the pro- 
cedure described beverage can be made. Further reflection 
will show that every method for beverage preparation 
is covered by this discription. Argument and confusion 
enter the picture only when someone wants to know how 
to make good coffee. The word good was purposely left 
out of the description above because it usually receives 
very little consideration when brewing devices are de- 
signed or operated, This is a fact that should cause much 
alarm among coffee suppliers because it is impossible to 
do justice to well blended and roasted coffee if equip- 
ment is not properly designed and operated. 

There are a number of factors that have important 
roles to play in the making of beverage, good beverage. 

First, good coffee. Although this by itself is difficult 
to describe, it generally means a blend of several care- 
fully grown and processed types of green beans roasted 
to a point at which true aroma and taste are developed. 
It should also be fresh and protected by adequate pack- 
aging to prevent avoidable loss or change. Good coffee 
is the responsibility of the supplier. At the present time 
it must be evaluated primarily by a simple cup test or 
in simple brewing devices under the supervision of some- 
one who really knows what he is doing. 

Second, correct grind. In this case the ground is some- 
what firmer because grind can be analyzed and described 
by numbers. There are many words used in talking about 
grinds, for example, universal, all-purpose, all method, 
regular, medium, fine, urn, drip, vacuum, percolator and 
vending. Some are given designations that relate to 
grinder settings. Although there exists a Simplified 
Practice Recommendation for regular, drip and fine, it 
is not generally adhered to. No specification has to be 
set for other grinds. Consequently, these words may or 
may not have useful meaning. However, if one says 
that no more than 10 or 20 or 30 percent of the sample 
should pass a number 28 screen, we would all agree that 

(Continued on page 20) 
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for distinctive flavour and aroma 


Coffee beans are carefully checked by trained 
women who are traditionally experts in this work 
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a better understanding of grind is obtained by using 
numbers. In fact any grind can be described if four 
screens and a collection pan are used to separate the 
sample into five fractions. Specifications for grinds can 
be built around these numbers. When numbers are used 
there can be no confusion in conversation, 

Third, bulk density, Bulk density is a measurable 
characteristic of coffee that can be expressed as pounds 
per cubic foot. The vending industry first called at- 
tention to this property of coffee because it is important 
when brewing chambers are filled by volume rather than 
by weight. It can be measured easily and we should know 
more about its relation to proper extraction. 

Fourth, use enough coffee. Certainly everyone can 


measure the amount of coffee being used so here again 
it is possible to talk in numbers and no confusion will 


arise. 

Fifth, use good water. Everyone should know what 
kind of water he is using. This information is readily 
available from the local municipal water office or it can 
be obtained from a chemical analysis. In any case, the 
water can be described by numbers related to parts per 
million of chemicals contained in it. Water composition 
does have an effect on the product so this information is 
useful in determining whether the water can be used as 
it comes from the source or whether its composition 
should be changed by treatment 

Sixth, use enough water. Again, the amount of water 


used can be measured. Here too, conversation is clari- 
fied by the use of numbers. 

Seventh, use water at the right temperature. Temper- 
ature is measured in degrees with which we are all 
familiar so no difficulty will be encountered on this score. 

Eighth, make sure that all of the water comes in contact 
with all of the coffee. Here is a mechanical aspect of the 
operation that cannot be measured. However, if mixing 
is known to be a factor in the preparation of good bev- 
erage, ingenuity can take care of it in one way or an- 
other, 

Ninth, control the contact time carefully. Time, as 
you all know is measured in minutes or seconds—never 
in hours I would hope, but it can be measured and it 
does enter into the description of beverage preparation. 

Tenth, separate the grounds from the beverage. This 
again is a mechanical operation which can vary according 
to the inventiveness of the one who is making coffee. 
This step should be done as rapidly and as cleanly as 
possible. 

Eleventh, serve the beverage as soon as possible. Time 
can enter in here to some extent but the general rule is— 
the fresher the better. 

Eleven points that must be taken into consideration in 
beverage preparation have been listed. They are good 
coffee, the right grind, the right bulk density, the proper 
amount of coffee, good water, the proper amount of 
water, the right temperature, efficient mixing of coffee 
and water, precise control of time of contact, rapid and 
clean separation of beverage from grounds, and finally 
serving within a short time of preparation. 

(Continued on page 22) 
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mMan-on -the : spot in Rio de Janeiro 


Transacting business overseas is rarely simple. But 
this Bank of America financial expert —like others 
located in every part of the world—often makes 
it seem that way. 

From Rio to Rotterdam, Cairo to Copenhagen, 
the men of our International Banking Organization 


are on-the-spot to serve you. Skilled and experi- 
enced, they can speed and safeguard your interests 
abroad-with banking assistance of every kind. 

For complete information about our facilities 
overseas, just give us a call. Within hours, a man- 
on-the-spot can be on the job for you. 


OVERSEAS BRANCHES: London * Manila * Tokyo * Yokohama ® Kobe * Osaka © Bangkor 
Okinawa ® Lagos * Buenos Aires; REPRESENTATIVE OFFICES: New York *Washington, 0.C 

Mexico City * Rio de Janeiro © Buenos Aires * Lisbon © Milan © Zurich © London © Paris © Beirut 
Ouesseidorf © New Delhi © Tokyo; BANK OF AMERICA (international) — a subsidiary: New York 
Guatemaia City * Paris © Duesseldorf * Hong Kong * Singapore * Kuala Lumpur © Beirut; BANCA 
D’AMERICA E D'ITALIA: over 60 Branches throughout Italy; CORRESPONDENTS WORLD-WIDE 


JANUARY, 1961 


BANK OF AMERICA 


NATIONAL TRUST AND GAVINGS ASSOCIATION © MBR. F.D.1.C. 
HEAD OFFICES: SAN FRANCISCO 20 * LOS ANGELES 54 
BANK OF AMERICA (INTERNATIONAL) NEW YORK CITY 5 


21 














BRAZILS 
COLOMBIANS 


CENTRAL 
AMERICANS 


AFRICANS 


FROM 
HERE... 


0 
HERE... 


A 


A. C. ISRAEL 
COMMODITY CO.. INC. 


95 Front St., New York Whitehall 3-8700 


Cable Swisisrael TWX 1-3981 


“machines make coffee” 


(Continued from page 20) 














With these points in mind, it is possible to rephrase 
the original statement about beverage preparation in the 


'following manner: 


A good coffee beverage can be made by mixing 
thoroughly one pound of fine, well blended, properly 
roasted coffee ground so that no more than 20 percent 
will pass a numbe: 28 mesh screen and having a bulk 
density of 22 pounds per cubic foot with two, or not 
more than two and a half gallons of good water, pre- 
viously heated to a temperature of 205°F, for three 
minutes, after which a rapid and clean separation will 
be made by a suitable filter. 

Although this description contains more detail than 
the one given previously, it now is more specific. It does 
contain very few words that are ambiguous and is clearer 
than any other kind of description because of the numbers 
used, This is a real working basis for making a highly 
acceptable beverage. 

To determine whether this is a highly acceptable 
beverage, it is necessary to do more than taste it. A 
great many taste tests correlated with measurements of 
soluble solids in beverage and estimates of extraction 
from grounds have shown that optimum quality results 
if beverage contains between 1.15 and 1.35 percent 
solids and if the grounds have been extracted within a 
range of 18-22 percent. Our experience indicates that 
analysis would confirm our prediction that coffee made 
according to the procedure given above would be highly 
acceptable. Another measurement of the sediment content 
would indicate whether the filtering mechanism was 
doing a good job. 

Because the numbers tell very objectively not only 
how the beverage was made but what was made, it is 
possible to decide whether the beverage was as good as 
could be produced from the coffee used. All of the in- 
formation needed to make useful decisions about the 
preparation are at hand. Decisions lead to action. We 
can do something to make the beverage better if neces- 
sary. Within certain limits the grind can be changed; so 
can the density, the amount of coffee, the amount of 
water, the temperature of the water and the time of 
contact. There is a combination of al! these numbers 
that will provide the kind of extraction from the grounds 
and strength in the cup desired. 

This approach toward high quality beverage using 
numbers instead of guessing is new. It is now possible 
to understand beverage making in a manner that was not 
possible several years ago. This approach is a general 
one. It does not make any difference what kind of 
equipment is being used at the moment. It does not make 
any difference who uses it, the coffee supplier, the ma- 
chine designer and manufacturer, or the operator. In 
fact, everyone should be learning more about it and 
using it wherever and whenever possible. These numbers 
are essential in understanding how a machine works, 
how coffee behaves in the machine and what kind of 
beverage is being produced. 

Machines can make beverage but only close cooperation 
among coffee suppliers, machine manufacturers and oper- 
ators will determine what kind of beverage the machines 
will make. 
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PROBAT ROASTERS FEATURE | 


e Self-cleansing 
solid drum construction 


e PROBAT aroma control 
e Four full batches per hour 
e PROBAT-O-MATIC controls 


Two PROBAT 4-bag ROASTERS 


Six PROBAT 4-bag ROASTERS can be automatically 
served by the illustrated 9-compartment Silo, Scale 
and Airveyor. 


Each roaster automatically calls for its own blend. 


Each blend component can be varied by 10-pound 
increments. 


| Only one operator controls all. 


A PROBAT-engineered coffee plant can offer the 
ultimate in automation. Infinite flexibility of oper- 
ation is “built-in” — in addition to labor and space 
savings. 


U. 5. & Canadian Representative Base of PROBAT multi-cell Silo with 
Pneumatic Exit Gates 


JOHN SHEFFMAN, INC. Automatic Scale 


152 W. 42nd St., New York 36, N. Y. Airveyor and 
Wlsconsin 7-5649 Manual Control Panel 
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© ADVERTISING TECHNIQUE 


“transportation advertising sells the shopper” 


Ever since 1924, when the old Cheek-Neal Coffee Co. 
of Brooklyn was an enthusiastic client of the transit ad- 
vertising medium, coffee and tea producers have been 
using bus ads to keep their product message right before 
the eyes of consumers en their way to market. 

Transit advertising is second only to point-of-purchase 
displays in getting the “last word” in before the purchase 
is made, For this prime reason, transit advertising is 
perenially popular among successful producers of grocery 
store items. 

Latest coffee producer to utilize transit advertising’s 
unique advantages is Chock Full O’Nuts, which is current- 
ly using transit as a saturation medium in seven new mar- 
kets where its premium coffee is being introduced. 

Chock Full O'Nuts, through its agency, Grey Adver- 
tising, purchased “King-Size”’ (21/, x 12 feet) Bus Posters 
on 685 buses in Cincinnati, Dayton, Detroit, Flint, Phila- 
delphia, Pittsburgh and Toledo. Included in the transit 
advertising merchandising program, in each of the cities, 
is one bus equipped as the “Chock Full O’Nuts Special” 
and manned by Chock sales personnel, which travels to 
buying offices and key retail outlets to acquaint buying and 
store executives with Chock’s media program to stimulate 
sales 

“We feel,” says Jack Rosenthal, vice president and 
director of marketing at Chock Full O’Nuts, “that King- 
Size Posters on the buses wi!l help us to make maximum 
impact on consumers as well as the food trade in a mini- 
of time.” 


mum amount 


Folger’s Captures Big Share of Chicago Market 


In another campaign to introduce a new coffee into a 
major market, J. A. Folger & Co, used transit advertising 
as a major part of their all-media drive to secure distribu- 
tion and sales for their coffee in Chicago in 1959. 

Folger’s use of 2400 “Traveling Display” Bus Posters 
was the largest campaign of its kind in a single city. Fol- 
ger’s agency, Cunningham & Walsh, originally purchased 
the 2400 Traveling Display Bus Posters for a one-month 
period, to make the maximum impact on Chicago consum- 
ers and distributors. The effect of this massive saturation 
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campaign was so impressive to the company that the 
original plan to use the bus posters for one month only 
was expanded and new bus posters were created for a sec- 
ond month's showing. 

Within a few months after their all-out advertising and 
merchandising campaign, Folger’s had introduced their 
coffee to Chicago and captured the 3rd place in share 
of market. 


Transit Advertising is Two Media 


The transit advertising medium, as it exists today, is in 
actuality two distinctly different media. 

One is the car card medium; that is, advertisements 
placed inside public transit vehicles and designed to bring 
the advertisers’ message to passengers on a trip that aver- 
ages more than 20 minutes. The car card medium is 
unique in the length of its exposure to an audience. With 
car cards, an advertiser has the unequalled opportunity to: 
(1) expose his advertising message for more than 20 con- 
secutive minutes, (2) to a “captive” audience, (3) consist- 
ing of people who are already out of their house and on 
their way—to work, to shop, to play. 

Based on a count of paid passenger fares, one car card 
in every transit vehicle in the United States would have 
been exposted to 9,440,000,000 riders in 1959. 

The other distinct medium in transit advertising is the 
outside bus poster medium. Although posters on the 
outside of transit vehicles are not a new development in 
advertising (Lord & Taylor's department store used them 
on horse cars in New York City in 1848), the recent 
standardization of bus poster spaces throughout the coun- 
try has catapulted outside bus posters into national ad- 
vertising media planning. 

With standardized bus poster frames available in all 
major markets, the advertiser can plan a transit advertising 
campaign to meet his needs—placing his posters in one, 
two, or hundreds of cities where distribution and/or sales 
need boosting. 

Last year, for the first time, the tremendous ability of 
the bus poster to deliver an advertising message was docu- 

(Continued on page 26) 
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mented in an award-winning research project conducted 
for the National Association of Transportation Advertis- 
ing by Alfred Politz Media Studies. The study, made in 
Philadelphia, showed that 150 bus posters, in a 30-day 
period, were exposed to an actual audience of 17,700,000 
and a total audience of 108,000,000. 


| Transit Ads Can Fit Your Budget 


Coffee and tea producers are using both inside car cards 
and outside bus posters to good advantage. 

C. W. Antrim & Sons, Inc., of Richmond, Va., uses 
car cards inside the buses to bring their Old Mansion Cof- 
fee messages to thousands of bus riders daily. Antrim 
uses standard 11 x 28” side cards and 21 x 22” special- 
position cards located on the bulkhead behind the driver. 

A combination package of inside space (11 x 28” car 
cards) and outside space (21 x 44” Traveling Displays) is 


_ used by Dean’s Coffee Co., of Memphis, to advertise its 


coffee and tea. 

In St. Louis, Old Judge Coffee sales are promoted 
through the use of 21/, x 12 foot King-Size Posters on the 
outside, the 21 x 22” bulkhead inside, plus special electric 
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| Down on the Gulf Coast, the Texas Coffee Company uses 2 1/2 
| foot by 12 foot "king size’ bus posters to promote its Seaport 


Coffee to residents of Beaumont, Texas. Poster is typical of 
transit advertising aimed at masses of motorists, and pedestrians 
in large urban centers. 





_ clocks inside the bus with the Old Judge name on the face. 


King-Size Bus Posters, to reach the masses of motorists 
and pedestrians on the city streets, are used by Southland 
Coffee Co. (Bailey's Supreme Coffee) in Georgia, Millar’s 
Coffee in Denver, the Texas Coffee Co. (Seaport Coffee) 
in Beaumont, Texas and Donovan Coffee Co. (Red Dia- 
mond Coffee) in Mobile and Montgomery, Alabama. 

Other producers who prefer the 21 x 44” Traveling 
Display bus posters include North Woods Coffee in Chi- 
cago, and Lafer Bros. Coffee in the midwest. 

Fleetwood Coffee in Knoxville uses 21 x 88” ‘“Queen- 
Size’’ Bus Posters along with the smaller Traveling Dis- 
plays. The J. F. G. Coffee Co., Knoxville, has also used 
the Queen-Size Poster. 

Transit advertising’s versatility enables the advertiser 
to make imaginative use of the medium, In San Francisco, 
the George W. Caswell Co. has purchased posters on the 
sides of the famous cable cars to advertise its coffee. 

The James G. Gill Co., of Norfolk, Va., advertises its 
coffee and tea via 12 x 60” posters on the rear-ends of 
buses. In Tampa, Navierra Coffee has purchased both 
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the front-ends and rear-ends of buses for its reminder 
advertising. 


What are the special advantages that transit advertising 
holds for the coffee and tea producer? .. . 


1. An audience of prime prospects out of the home— 
Transit advertising audiences are prime prospests, be- 
cause they are out of the home. 


Closeness to point of purchase—Next to point-of-pur- 
chase, transit advertising gets in the last word to the 
shopper on the way to market. 


Package identification—A full-color reproduction of 
your product, traveling along with the shopper to the 
store, makes your product a “friendly face” in a crowd 
of similar products on the grocer’s shelf. 


Effective repetition—Transit ads work every day, all 
day, reminding potential customers of the advantages 
of your product. 


Proven exposure—Readership and exposure of transit 
advertising are documented by studies that are accepted 
as some of the finest media research in existence. 


Economy—Transit advertising is the lowest cost mass 
medium. And, unlike other media, transit advertising 
delivers repeat exposure without repeat payment. 


Transit advertising is available in every city where there 
is a transit system. 

To purchase advertising space on buses in any market, 
all that is needed is a call to the local transit advertising 
company or bus company representative. 

Or, the fullest information about transit advertising may 
be had from the National Association of Transportation 
Advertising, 500 Fifth Avenue, New York 36, N. Y. 


Hoosier, Quick Coffee, companies 
involved in corporate changes 


Two more companies last month joined the ranks of 
recently merged, or purchased, coffee processors, 

Clarence Irish, president and principal stockholder of the 
Hoosier Coffee Co., Indianapolis, has announced the merger 
of his company with the Superior Tea and Coffee Co., Chi- 
cago. Irish stated, “Our 10-year-old coffee processing 
company will be operated in the same manner as before 
with no changes in product or personnel.” Irish, who is 
71, is expected to remain as a consultant, and has contracted 
to stay with the company for a period of 10 years. Earl 


Cohn, Superior’s president stated that the merger, “will aid | 


both firms to broaden their present markets.” 

In the other December move The Quick Coffee Corpor- 
ation of Western Pennsylvania, with headquarters in Pitts- 
burgh, was sold to the Automatic Food Systems, Inc., Bal- 
timore. Quick Coffee, which was initially organized in 
1953, has grown primarily as a result of its entrance into 
the field of general food vending, and automatic coffee 
dispensing. It will continue to operate as a division of 
Automatic Food Systems. Quick Coffee presently has sev- 
eral hundred vending machines in operation throughout 
western Pennsylvania. 
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Getting your bearings in foreign trade can be made 
easier and more pleasant with the experience and 
know-how of the West’s oldest name in international 
banking. Since Clipper Ship days, our International 
Division has had an unbroken tradition of helpful 
service. Let us put this experience to work for you. 
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Consumer brand loyalty is waning. Part of the reason may 


be found in the similarity of coffee packages lining the 


retailer's shelves. Here, an expert gives his views on the 


need for creativity in packaging design. 


‘‘a designer looks at coffee packaging” 


What makes coffee sell ? 

A combination of things. 

Brand image. Real or fancied flavor differentials. Price. 
Advertising. And last but, unfortunately least, is pack- 
aging. For the sad truth is, that packaging design general- 
ly has failed lamentably to develop an approach to the 
coffee industry that satisfies both practical and marketing 
requirements 

Recently Sales Management Magazine did an extensive 
report on a study made for them of consumer attitudes 
toward packaging. The modern housewife, they said, ex- 
pects convenience packaging in everything she buys. She 
As a result, brand switch- 
“Con- 


needs it to save precious time 
ing to get a better package is a commonplace 
venient and efhcient packaging,” the report said, “is not 
a special treat to her; it is fast becoming her birthright.” 
The report indicated too that housewives today are quite 
aware of what they want, quite articulate about their no- 
tions of what makes a good package, and often quite in- 
Theirs is an informed “‘consumership”. They 
know what they like—and what they don’t like. And 
high on the list of “don’t like’ is the present-day coffee 


ventive 


can 

In fact, “don’t like’ is mild, we gather. ‘Housewives 
hate key openers in almost any form, even when they 
work,”’ and hate equally the way they spill out contents 
when opened, says the report. Over and over, this point 
is made. Coffee cans, it seems are top on the list of 
metal can dislikes, although they have briefly praised them 
for their ability to keep contents fresh 

Now this is not exactly news. We have known for a 
long time that the standard coffee can leaves much to be 
It is too large for most 
women to get a good grip on it. Its key opening is dan- 
gerous, when it is not awkward. And it is prone to acci- 
And yet, year after year it 


desired in terms of practicality 


dent 
appears on the shelves. 

This same ‘design lassitude’ is found in marketing, in 
brand imagery that reflects outdated values, or contradicts 
the marketing story completely, or is not aimed at the 
most likely market now developing. It is especially omin- 
ous in view of current trends in the coffee industry. 

“Since 1950, coffee drinking in the United States has 
steadily increased,” reports the Pan American Coffee 


to spillage and spills 


Bureau. Population rates are going up, and generally 





Gerald Stahl, the author, is a leading industrial designer, 
and president of Gerald Stahl Associates. He is identified 
with the “design slogan” concept of packaging design, in 
which graphic elements are united to produce a unified 
brand identity wherever they may appear. 
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speaking, housewives today are brewing a richer cup, 
which means more coffee per capita consumed. But this 
is a deceptively rosy picture. It is clouded by the in- 
creasing rate of growth of two markets which habitually 
drink less coffee: those under twenty and those over sixty. 
The heaviest coffee-drinking group, people who are between 
30 and 40 years old, is declining in numbers in proportion 
to the others. On the basis of present trends, the Bureau 
calculates that green-coffee requirements of the United 
States may be expected to reach 6.6 million bags or a 32% 
gain in the next twenty years. But as they point out, 
“unless the coffee industry works diligently to expand 
its market, coffee requirements could fall behind popula- 
tion increases.” Promotion, they suggest is the answer. 
Particularly, promotion aimed at the younger segments of 
the market—those up to thirty years old—who make up 
the most likely potentials. 

Yet packaging, in contradiction to advertising, con- 
tinues to by-pass the opportunity to make a visual appeal 
to this market, despite as the Sales Management study in- 
dicated, it is the young who are most receptive to imagina- 
tive and progressive ideas in packaging, as in everything 
else. No wonder their growing preference for soft drinks 
(up 5% during 1959), which are exhibiting an aggressive 
and progressive attitude in all marketing aspects, especially 
packaging. 

The ‘richer-brewed’ cup of coffee is another growing 
trend; one that is responsible for selling more coffee per 
capita today. A reflection of the rise in the disposable dol- 
lar, the consumer's increasing interest in luxury, taste and 
quality in her daily life, it is a trend that could certainly 
be further enhanced by packaging’s tremendous market- 
ing potential in the coffee industry, as it is in others. Yet 
this opportunity, too, is being by-passed in favor of, in 
many cases, a stodgy ‘me-too’ approach. 

Finally, and most importantly, we have the question of 
product identity. Coffee producers spend millions every 
year on advertising budgets which, it is hoped, will firmly 
stamp the product identity on the consumer's conscious- 
ness. By and large, they rely on words—on verbal slo- 
gans—to do it. ‘Good to the last drop”, “the secret in- 
gredient in this coffee is money’, “the coffier coffee”. 
These slogans are good ones, memorable and expressive, 
and they are backed up by enough consistent exposure to 
establish them solidly in the consumer's mind. But few 
indeed are the slogans now in use that are backed up ef- 
fectively with design. 

Psychologists tell us ‘we believe what we see.” Over 
75% of the impressions we receive of the world around us 
come to us through eyes. The tendency to accept visual 
imagery as believable and true is very strong in us. Thus, 

(Continued on page 30) 
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A Word 
of Caution... 


Market action in recent weeks probably 
came as something of a shock to anyone 
lulled into a feeling of security because 
the Agreement seemed to be “working.” 


For months, coffee prices fluctuated 
only fractions of a cent—beguiled a good 
many into taking risks they’d normally 
avoid—all for the sake of modest profits. 


But it is exactly at times like these 
that you should be particularly wary of 
pitfalls . . . when particular attention 
should be paid to all facets of the market 

. when particular reliance should be 
placed on the full facilities of the New 
York Coffee and Sugar Exchange. 


As members of this Exchange, with a 
world wide network of wires linking us 
with Rio, Paris, San Juan, Rome, London, 
Rotterdam, Hamburg, and Geneva, we 
feel particularly well qualified to be of 
service to anyone in coffee. For example. 
you might like to receive our widely read 
weekly review, COFFEE, or our periodic 
studies in depth on special aspects of 
world coffee. 


Copies are yours for the asking, if 
you'll just write— 


MERRILL LYNCH, 


PIERCE, FENNER & SMITH 


INCORPORATED 
Brokers in Commodities and Securities 
Underwriters and Distributors of 


Investment Securities 


70 PINE STREET 
135 offices in U.S., Canada and abroad 


Cable: MERILCOM-NY Telex: NY-2779 





NEW YORK 5, N. Y. 
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this failure to support the verbal slogan with a “design 


| slogan” that reinforces the sales message in visual terms 
| becomes a costly failure indeed. 


Moreover, the area in which it fails—the supermarket 


| shelves—is from the sales point of view, the most vital, the 
| most vulnerable, the “last chance” in fact, that the packer 
| has to get his brand message across. 


What, from a designers viewpoint, can be done about 


| it? Well, lets take the points I've made, one by one, and 


see, 

To begin with, there is the area of physical packaging. 
Despite increasing consumer distaste for the key-opened 
can, other indications are that it is still preferred to bags. 
Consumption of vacuum canned coffee over bagged coffee 
is rising. Stores who customarily offer their own brands 
in bags are switching over to cans. And consumption of 
coffee in cans is rising proportionately, according to the 
industry. Yet, the only improvement in coffee packaging 
mentioned by a major food magazine in a general round- 
up of packaging innovations that have been developed this 
year, features a new foil-lined bag—despite the tremen- 


dous improvements in can development generally; fiber- 
| foil, aluminum, tear strip tops, and an ultralight lower- 
| cost tin plate are some of the physical packaging improve- 


ments listed. Films and glass have also kept pace. The 


| result is that other industries—notabl; soft drinks (which 
| as we have already pointed out are competitive with cof- 
| fee in younger markets) are taking immediate advantage 


of the superior marketing opportunities offered by these 
innovations in ways that could have serious consequences 


| for coffee producers. 


Thus, it would seem that coffee roasters should begin 
by taking a good long look at their physical packaging, 
to find new and better ways to fulfill the housewife’s de- 


| mand for a safer and more efficient package, as well as 
| marketing requirements. 


Other marketing requirements can be solved in the area 


| of graphics. 


The young market is rapidly becoming the most vital 
one, in the face of sociological conditions in the world 


| today. It is larger than the others, it is independent, and 
| it is currently being heavily besieged with marketing pres- 
| sure, To the coffee roaster, it will be the younger markets 
| that will ultimately determine whether he survives in the 
| Sixties or not. Not only do they represent future cus- 
| tomers; but right now, the consumers under thirty make 


up a ‘soft’’ market offering the greatest potential for sales 


| growth. With the loss of the ‘heavy’ coffee drinker in in- 


creasing numbers, this group must be developed if coffee 
sales are to keep ahead of population growth. 

Coffee packers can no longer afford to waste the market- 
ing opportunities offered by packaging: in terms of adver- 
tising, of shelf display and promotion. Packaging that is 


_ often out-dated, cheap looking, undistinguished does no- 


thing to help support an advertising message that is predi- 


_ cated on a quality image. Homemakers are becoming in- 
| creasingly aware of questions of taste and they have 
| demonstrated their willingness to pay more for products 


that reflect it. A negative impression made by a package 


| on a shelf can often cancel out completely the positive one 
| made in advertising. 


(Continued on page 32) 
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I have already mentioned the failure of packaging to 
support the brand identity. Today we are in the grip of a 
changing world and a changing market. The design 
equities of the past are for the most part hopelessly out- 
dated, by today’s standards, Yet, just as they cling to the 
old-fashioned vacuum can, manufacturers cling to the de 
signs that have served them for years. In our business, in 
the development of new corporate and brand identities, we 
must be concerned with the “equities’—the value which 
certain designs have to certain companies because of the 
tremendous exposure they have had over the years and 
the strong identification the public makes with the com- 
pany or product. Yet, often we find managements cling- 
ing to design that has no real ‘equity’ at all, for what are 
primarily emotional rather than rational reasons. 

The coffee marketing man cannot afford such “emo- 
He must find out whether or not his present design 
And if it has not, he must 


tion”, 
does have, in fact, an equity. 
get rid of it. 

The creation of a verbal slogan is a process that takes 
a great deal of time, thought and deliberation before the 
copyriter, the account executive and the client feel that it 
Just as much expertise is required by the right 
Yet how many packages in your busi- 


is right. 
design slogan.” 
ness are the hasty work of a supplier or a staff artist ? 
The next few years are going to be crucial ones for us 
all. Right now there is talk of a recession. What ulti- 


mately happens to the coffee industry is significant, not 
only to the industry itself but to many political, social and 
economic areas in both Hemispheres, We might almost 
say that the coffee industry is a vital factor in interconti- 
nental and international relations. For all these reasons, 
coffee producers must be sure that every phase of their 
marketing operatic 1s is operating effectively. 


Inter-African coffee group 
formed at Tananrive meet 


Creation of an inter-African coffee group was announced 
by representatives of African producing nations meeting 
in Tananrive last month. The group, patterned after 
Fedecame, consists, at the moment of Central-Africa; 
Congo; Dahomey; Gabon; Ivory Coast; Malagasy; Togo; 
in the Franc-zone area; and Kenya; Uganda; Tanganyika; 
and Portugal (Angola and Mozambique). First discussion 
meeting of the new group will take place in January, 
when the new coffee crop comes together in Paris. 

According to the group’s spokesman, C. C. Spencer, 
vice president of the organization, ‘a main objective of 
the African Coffee Organization will be to stabilize Ro- 
busta coffee prices in world markets to avoid constant 
fluctuation in the price levels of this important African 
commodity.” 
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At Chase Manhattan you'll 
find a “blend” of coffee experi- 
ence and banking facilities that 
hits the spot like a good cup 
of you-know-what. That’s be- 
cause Chase Manhattan spe- 
cialists come double-strength. 
They’re bankers who know 
the coffee trade. They’re fa- 
miliar with all facets of the 
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Chase Manhattan future headquarters 


Banking service also comes “as you like it” 


business, too, from bean to 
brew. And they can serve you 
in practically any coffee-pro- 
ducing or coffee-consuming 
area of the world. 

Wherever you are. . . what- 
ever your problems may be... 
try this the next time you want 
results: Talk to the people at 
Chase Manhattan. Just put in 


a call or write to the Interna- 
tional Department— 


THE Oo 


CHASE 
MANHATTAN 
BANK 


Cuarterep in 1799 
Head Office: New York 15, N. Y. 
Member Federal Deposit Insurance Corporation 
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The ferFeer 
Container. 
doesnt Just 


Happen | 


HIs hard-shelled fellow has a right to 

be happy as you-know-what. For 
Mr. Clam’s shell is an open-and-shut 
case of a container that does what it is 
supposed to do. . . best! 
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Vacuum pack ...a forever-fresh sales approach! 


In the grocery field, Canco’s Vacuum- 
Pack Coffee Can illustrates a container 
that does what it’s supposed to do... 
best! Vacuum sealing pioneered by 
Canco keeps the product’s fresh flavor 
in by keeping air out. The improved 
self-tracking tear strip is easiest to wind 
... wins new customers and the rewards 
of repeat business. 





To help boost your sales and profits, put 
Canco’s aggressive team of research, 
manufacturing, and marketing experts 
to work for your products. 


GREAT CONTAINER IDEAS COME FROM 


AMERICAN CAN COMPANY 





© LEGAL PROCEDURE 


The following article is the seventh in Coffee and 
Tea Industires continuing series on the various 
legal aspects of our trade. Author Howard New- 
comb Morse this month discusses legal problems 
attendant with the manufacture of coffee pro- 


ducts. 


“The Manufacture of Coffee Products” 

J. Zinmeister and Sons was engaged in the manufacture 
of coffee products at its plant in Louisville, Kentucky. 
Zinmeister imported large quantities of green coffee from 
South America which in its natural state was absolutely un- 
fit for use for any purpose whatsoever. The coffee so 
imported was manufactured into an article of commerce, 
and an article of food or drink, by and through certain 
processes employed by Zinmeister. 

Zinmeister first ran the green coffee through a separat- 
ing machine which classified or separated the coffee beans 
according to size, the larger beans being marketed at a 
higher level than the smaller beans. After the separa- 
tion process was completed, it was necessary to thorough- 
ly cleanse all coffee, thereby removing trash, pebbles, bag 
strings, and other foreign substances which through the 
carelessness of the planters were scooped up along with 
the coffee from the ground when being sacked. To ac- 


complish this cleansing process, Zinmeister ran the cof- 


fee through a milling machine. 

Zinmeister then carried the coffee, by means of auto- 
matic conveyors, to the roasting machines. These ma- 
chines were large, expensive and scientifically construc- 
ted machines for roasting coffee, which consisted in part 
of revolving perforated cylinders containing contrivances 
which automatically turned and shifted about the coffee 
therein contained, thereby enabling the coffee to be com- 
pletely and uniformly roasted. The cylinders were operat- 
ed by highly experienced employees in order to secure 
the even roasting of the coffee and in order that the cof- 
fee would be roasted to the proper extent, neither more 
nor less 

The coffee left the cylinders at a tremendously high 
temperature, and it was necessary that the temperature of 
the coffee be immediately reduced in order to prevent the 
coffee from burning or from continuing to roast after the 
proper degree of roasting had been attained. To ac- 
complish this purpose, Zinmeister placed the coffee in 





Howard Newcomb Morse, author of this series, is 
a recognized expert on legal matters. In 1948 and 1949 
he was Professor of Law at John Marshall Law School 
in Chicago. In addition he was admitted to the Bar 
of the Supre me Court of the United States in 1949. 

While the series to date has encompassed the legal 
aspects of various areas of interest to the coffee, tea and 
spice trades, Coffee and Tea Industries would welcome the 
comments of readers as to subject questions which would 
benefit the trade. Readers having questions along these 
lines are invited to submit ther interests to Editor. 
Coffee and Tea Industries, 106 Water Street, New York 
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Barrister’s Brew 


specially constructed contrivances for reducing the temper- 
ature of the coffee by means of passing currents of cold 
air through the coffee. 

After the coffee passed through the cleansing process 
it was necessary to, and Zinmeister did, put the coffee 
through a further cleansing process, for which purpose 
Zinmeister used specially constructed machinery which 
eliminated from the coffee all foreign substances whatever. 
After this process was completed, Zinmeister ran the cof- 
fee through a finishing machine which polished the coffee 
beans and thereby greatly improved its appearance and 
marketability. 

Zinmeister placed the coffee in certain scientifically 
constructed machines known as “‘steel-cutting mills.” By 
means of these mills the coffee bean was not ground or 
crushed, but, on the contrary, the coffee beans were 
actually cut into small particles of uniform size. To be 
properly handled in the boiler, it was necessary that the 
coffee be neither too fine nor too course. 

In the process of steel-cutting the coffee, by a specially 
constructed apparatus used in connection with the steel- 
cutting machine, the inside chaff or “feather” of the cof- 
fee bean, together with any particles of dust or other 
deleterious substance that might be concealed in the crevice 
of the coffee beans, were entirely removed from the 
coffee beans. The chaff or feather was a deleterious 
substance, and its removal improved both the quality 
and appearance of the finished product. The coffee was 
packed by Zinmeister in specially prepared containers, 
the purpose of which was to prevent the coffee from 
losing its strength and aroma. The packing of the coffee 
was done by machinery. 

Zinmeister insisted that it was a manufacturer of cof- 
fee products, and consequently was entitled to exemption 
from taxation for city purposes under a Kentucky statute 
on all machinery and products in course of manufacture 
and ‘raw material actually on hand” at its plant for the 
purpose of manufacture. The statute provided as follows: 

“All property subject to taxation for state 
purposes .. . shall be subject also to taxation in 
the county, city, school or other taxing district 
in which same has a taxable situs, except the fol- 
lowing classes of property which shall be sub- 
ject to taxation for state purposes only:. . . 

(2) Machinery and products in course of 
manufacture of persons, firms or corporations 
actually engaged in manufacturing and their 
raw material actually on hand at their plants 
for the purpose of manufacture.” 

The City of Louisville and its accessor, Baldauf, and 
tax receiver, Watts, asserted that the coffee machinery as 
well as the raw material or green coffee imported by 
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Zinmeister, to be prepared for consumption, weve sub- 
ject to the city tax. They were threatening to coerce 
Zinmeister to pay the tax when that firm brought suit 
in the Circuit Court of Jefferson County, Kentucky, 
against the city, Baldauf and Watts to obtain an injunction 
restraining the city, and the officials, from listing its cof- 
fee machinery and raw materials for taxation purposes in 
the city and from collecting or attempting to collect or 
levy any tax bill on the coffee machinery or raw material. 
The court rendered a decree in favor of Zinmeister grant- 
ing the injuction against the city and its officials, restrain- 
ing them from making out or certifying the tax bill and 
from collecting any taxes for city purposes on any green 
coffee then in stock and all coffee machinery used by Zin- 
meister in the manufacture of its coffee products. The 
city, Baldauf and Watts appealed. 

If Zinmeister was engaged in the manufacture of cof- 
fee products within the meaning of the statute, then it 
was exempt from the tax which was enjoined. But, on 
the other hand, if the processes through which it put the 
green coffee did not amount to or come within the term 
“manufacture,” then it was liable for the tax, and the in- 
junction would have to be dissolved. 

It was the contention of the city that Zinmeister 
was not engaged in the manufacture of coffee, and it as- 
serted that coffee grew and was not manufactured, that 
you cannot make or manufacture coffee, but can only 
grow it, and therefore Zinmeister was not engaged in the 
manufacture of coffee or coffee products, but only in put- 
ting the original product through certain processes for 
its refinement and improvement. 
Zinmeister contended that it was manufacturing coffee in 


the sense that the term “manufacture” was employed in 
the statute ,in that it took a raw material, which was then 
absolutely unfit for use, and converted it into a finished 
article of commerce. 

The Court of Appeals of Kentucky affirmed the decision 
of the court below. The Court of Appeals declared. 
".. we can see no reason why a concern which imports 
green coffee and puts it through the several processes 
necessary to make it fit for human consumption is not... 
a manufacturer and the output the result of ‘manufacture’ 





we Grounds for incrimination. . . 


Lillian Schultz was found recently by police in- 
vestigating break-in of a Long Island diner. Mrs. 
Schultz was discovered crouched in a garbage can, 
up to her neck in used coffee grounds. She polite- 
ly declined a cup of coffee police offered as she was 
being arraigned. Not up to CBI's formula per- 
haps! 





On the other hand,’ 


within the meaning of the statute exempting manufactur- 
ers from taxation for city purposes. . . .If raw material 
is converted at a factory or plant into a finished product, 
complete and ready for the final use for which it was in- 
tended, or so completed as that in the ordinary course of 
business of the concern it is ready to be put upon the 
open market for sale to any person wishing to buy it, the 
plant which turns it out is a manufacturing establish- 
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In 


A review of recent notes of interest to the coffee trade 


compiled from both AMERICAN and OVERSEAS sources. 


Almost 67 percent of the total In- 
dian coffee crop is grown in that 
state, 50 percent of which is export- 
ed. Mr. Gowda points out that the 
great need of the Indian coffee 
grower is in greatly expanded pro- 
motional effort in world markets. In 
this respect he indicated that India 
presently produces only 49,000 tons 
of the present world coffee crop, 
and at the moment exports less than 
0.5 percent. An additional detri- 
mental effect on the country’s pro- 
duction is a newly discovered coffee 
malady said to be gradually spread- 
ing in the country’s plantings. The 
Coffee Board of India has recom- 
mended to the Government that an 
immediate special project be started 
for the study, control and eradication 
of the malady, 

® ® Despite present unrest in San 
Salvador the U.S.D.A.’s_ Foreign 
Commerce Weekly reports that gen- 
eral optimism prevails in relation 
to future business conditions. The 
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agricultural outlook for the country 
is bright with exports of coffee 
through September of the 1959-60 
crop of less than 2 percent in volume 
over a like period the previous year. 
Total coffee exports between Sep- 
tember 1959 and August, 1960 were 
reported at 1,228,799 bags. Early in 
the quarter, the Salvadoran Coffee 
Co., agreed to buy retention coffee 
(1 bag for every 10 exported) at 
the same price as export contracts. 
In a concurrent move, the National 
Coffee Department set minimum ex- 
port price levels at US $42.50 per 
hundred pounds for the central stan- 
dard basic grades, 


# # The Uganda Argus reports that 
mustiness in Uganda coffee—which 
has cost the Protectorate thousands 
of pounds in recent seasons—can be 
eliminated. A circular is being dis- 
tributed by the Director of Agricul- 
ture to advise the country’s coffee 
curing works and hulleries of proper 
methods to eliminate the problem. 
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® ® Haiti’s fiscal year 1960-61 
which began on October 1, brought 
predictions that the biennial trough 
in coffee production would once 
again pull down export earnings. 
Revenue for the first half of the 
fiscal year are expected to equal ex- 
penditures, but the fall in taxable in- 
come expected as a result of the drop 
in coffee production should bring a 
drastic drop in revenue later in the 
year. 

By the end of September, 40,000 
bags of low quality coffees were on 
hand, but the remainder of the 475,- 
000 bags of the 1959-60 coffee crop 
had been exported. If the current 
average estimate of 250,000 bags for 
the 1960-61 crop is realized, coffee 
exports in the period are estimated 
in the vicinity of 300,000 bags. 


® 8 The Commonwealth of Penn- 
sylvania from now on will insist on 
doorstep delivery of its coffee. City 
representatives in Philadelphia have 
announced that beginning imme- 
diately 1700 tons of coffee beans will 
be shipped directly from South 
American sources to the Port of 
Philadelphia. The coffee is destined 
for Commonwealth institutions. 


® ® Brazilian sources indicate that 
current talks being held by the IBC’s 
administrative board are centered 
around three problems. These in- 
clude the controls to be imposed 
on the flow of contraband coffees; 


problems attendent to the instal- | 


lation of instant coffee facilities in 
Brazil; and the revised estimates on 
the 1961-62 coffee crop as visualized 
by representatives of the various 
Brazilian producing states. 


® ® McGarvey-Atwood Coffee com- 
pany has announced that coffee 
from the Kona region of Hawaii is 


now blended in its new Flame Room | 
coffee to give the product even | 


higher quality. 


The McGarvey- Atwood Flame | 
Room product, in a new gold and | 7 
red striped can, went on the market | | 
It was a blend of the | 4 
choicest of Central and South Ameri- | 
through | 
months of testing, a product tailor | 
made to the taste of the Upper Mid- | 


in October. 


can coffees arrived at 


west region. 


The blending of the Hawaiian | 
coffee into the new product will re- | 


sult in even higher quality and better 
taste, according to Robert McGarvey, 
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Sr., board chairman of the company, 
said. 


® # The new International Coffee 
Agreement year, beginning in Oc- 
tober, began favorably for Colombia 


as coffee exports held up well after 
large September shipments. Total 
exports to the United States of 411,- 
037 bags exceeded corresponding 
shipments of 427,978 and 281,379 
bags in October, 1959, 


FEDECAME’S Ferreiro: “‘seund optimism 
and marked stability in 1961°° 


“The practical results of the 1959/ 
1960 coffee year, as regards coffee 
trading, showed that although they 
did not fully meet the ambitions of 
the producing countries, they could 
be said to reflect optimism for the 
future. This optimism cannot be 
said, at the moment, to stem from 
the balance between production and 
consumption. It originates from the 
approach and understanding achiev- 
ed between producing countries 
from the American and African con- 
tinents, through the constant efforts 
of Fedecame, the Brazilian Coffee 
Institute, the National Coffee Grow- 
ers of Colombia, and of the Inter- 
national Coffee Agreement. At the 
recent XII General Ordinary Assem- 
bly of Fedecame, attended by almost 
every producing country of the 


world, the coffee growers of the 
African area declared an effective 
and definite participation in the In- 
ternational Coffee Agreement. This 
participation was confirmed by the 
recent signing of the referred Agree- 
ment in Washington. As the same 
time, these countries pointed out 
their decision to establish the Afri- 
can Coffee Federation, with laws 
and principles similat to those of the 
American Coffee Federation (FEDE- 
CAME). 

“Both decisions have a great mean- 
ing in terms of the world’s coffee 
future. They necessarily reflect a 
sound optimism and a marked sta- 
bility for the market because of the 
solidarity which has become increas- 
ingly marked among coffee growers 
the world over.” 
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IN THE NATIONAL COFFEE 
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PCCA’s President Rebert Powell 


| discusses coffee’s future direction 


| The weekly totals of coffee roastings in the United 

States, as published by George Gordon Paton, indicate 
| that consumption in 1960 is running less than 1% more 
| than 1959. While roasting statistics may not reflect ex- 
| actly percapita consumption for the same period, we do 
| not know of any statistics available which could give a 
| closer check on per-capita. Certainly import figures are 
| a far less accurate, guage. 

Considering that our total population is increasing at 
the rate of 2% per annum, the 1960 results are far from 

| satisfactory, in fact we would term them a “Danger Sig- 
_ nal” for the industry. Certainly we should ask some ques- 
| tions and attempt to find the answers. 

(1) What are we doing along the line in our industry 
that does not serve to increase consumption? 

(2) What are we failing to do that will turn the scale 

| to a rising trend of per capita consumption? 
| A few suggestions on the first subject—“What are we 
| doing that does not serve to increase consumption?” Is 
| it just possible that the relentless competition of the 
| market-place has forced the coffee blender to put “price” 
_ ahead of “quality” as his basic standard? Have we judged 
| the consumer rightly in offering, on the average, a medium 
| quality product, but one backed by really strong advertis- 
| ing, in order to attain volume? Does advertising, premi- 
| ums, and “give-aways” ever replace the satified customer 
| who comes back to buy again because he likes the quality 
_ of a product? Of course, there are many fine quality 
| brands on the market today, but it can hardly be disputed 
| that the average quality is not as good as it was ten years 
| ago. This trend had its initiation during the years 1953 
thru 1955 when prices reached all time highs, setting off a 
chain of unfavorable effects on consumption—that we are 
still feeling today. However, considering the overall de- 
flation of monetary values in the past decade, prices for 
green coffee now are not far from the level of 1949/50 
and perhaps the campaign for increased usage might once 
again be based on “quality’’, inasmuch as “price” seems to 
be losing some of its appeal to the consumer. 

Now the second question—"What are we failing to do 
to attain a rising trend of per-capita?” This cannot 
really be answered in these few words, as the subject is far 
too wide. What is being done to bring back “40 cups to 
the pound” and “2 gallons to the pound” is fine, but still 
we must have added efforts in this direction. The battle 
for the consumers’ “beverage dollar” goes on relentlessly, 
with most active adversaries in the milk, beer, tea and soft 
drink industries. The advertising campaigns of the pro- 
ducers’ organizations are all to the good, but apparently 
not sufficient yet to match and exceed those of competing 
beverages. 

One of our maximum efforts should be in the field of 
better brewing. The Coffee Brewing Institute is doing ex- 
ceptionally good work in the direction, and all of us 
should try to help—even to trying to educate our neigh- 
bors and friends in the proper preparation of coffee. Every 
well prepared cup of coffee in home or restaurant helps 

(Continued on page 42) 
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HELLO! Have you heard that Farr-Whitlock is 
ready to offer the Coffee Trade the same service 
that has established an outstanding record in the 
Sugar and Cocoa trades since 1920? We have as- 
sociates and principals in all Coffee producing 
areas. For that coffee question — call . . . Farr- 


Whitlock: Coffee Department. 


Farr, Whitlock & Co. 


120 Wall Street, New York 5, N. Y. 
WHitehall 3-4610 Cable: “FARRCOFF” 


Member: New York Coffee and Sugar Exchange, Inc. 
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PCCA’s President Robert Powell 
diseusses coffee's fature direction 
(Continued from page 40) 


the sale or use of a “second cup” at the same time and 
place, and this alone can be a considerable contribution to 
percapita P 
Another field in the struggle—are we directing our pub- 
licity efforts with full force on the youth and new con- 
sumer markets? Most of our younger generation are 
regular users of milk and soft drinks many years before 
they have even tasted coffee. This means a “'selling job” 
on each one of these youngsters as they come along. 
In a few words—to conclude the second question: 
1. To emphasize a stronger brew—less water, more 
coffee. 
To push consumer education in making coffee cor- 
rectly. 
To increase propaganda to win consumefs in the 
youth market. 
Good coffee, properly made, is indeed a royal beverage 
and one most worthy of the increased efforts of our entire 
industry towards pushing its usage to new heights, 





we It's lrish-green coffee now 

The Irish Promotion Board has persuaded Jim 
Downey to remodel his steak house and put some- 
thing new on New York's Eighth Avenue. Fact is 
it will be something new in the U. S. The unit 
will be a specially designed Irish coffee bar, com- 
plete with all the trimmings. 
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instants on upgrade 
in European community 


Jacques Louis Delamare, of Havre, France, report in 
their most recent coffee newsletter that European con- 
sumption of instant coffees is slowly rising. According 
to the company’s findings consumption of solubles has 
risen to a point where it now totals an approximate 7.95 
percent of total consumption in the countries surveyed. 
This compares with the 5.38 percent recorded in a 
similar survey conducted in 1956. 

Consumption of the soluble coffee product stood at an 
approximate 7 percent in France. In West Germany 
soluble product intake amounted to between 4 and 6 
percent; in Holland at 12 percent; and in Switzerland, at 
slightly over 15 percent. The United Kingdom was 
in first spot consumptionwise with 50 percent of its 
coffee use going to the solubles. Consumption in Italy 
was a negligible factor, less than 2 percent; in Portugal 
the figure was a comparable 2 percent; and in Finland 
the figure was less than 1 percent. 

The report summed up by indicating that the primary 
barrier to soluble coffee sales in Europe remained the 
same as they were four years ago: price and taste. Taste- 
wise the study pointed up the fact that in some European 
communities the most serious barrier against soluble sales 
was the fact that it did not taste like coffee. Greatest 
chances for an upgrading of soluble sales lay in the 
younger generations, who, according to the Delamare 
findings are currently “the best supporters of the new 
formulas.” 
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* PROCESSING 


“How a Coffee Processing Plant is Priced” 


By JOHN F. BIEHL, Secy.-Treasurer, 


Jabez Burns & Sons, 


Inquiries asking the question “how much does a cof- 
fee processing plant cost’ are not rare. The smallest col- 
lection of equipment which bears the title of a coffee 
processing plant is priced at a few thousand dollars and 
has an output of a few pounds per hour, The equipment 
in a large modern plant of today’s design may run well 
in excess of a million dollars. That makes the answer to 
a general question as “what is the price of a coffee pro- 
cessing plant’ difficult to answer. It would sound 
facetious if the customer or person seeking this informa- 
tion was advised of a cost from $2,000. to a million and 
a quarter dollars—but that would be really factual. 

It takes a great deal of study and planning to arrive 
at a price for a particularly designed coffee processing 
plant. Engineers must first determine the flow scheme 
desired by the customer; what the particular methods of 
operation demand; whether the plant is to be installed 
in a one-story or multi-story building; location and sizes 
of pits and penthouses; the amount of automation de- 
sired and so it goes. 

After such preliminary study has been completed and 
the price estimated, the sales engineer looks his client 
boldly in the eye and says “Mr. Jones, the processing 
plant which you have outlined to us and which fits your 
needs as established by our study is priced at XYZ 
dollars” 

The engineer makes it clear that this stated price is for 
the particular plant developed by our organization for the 
purchasing organization and that the price could be up 
or down in accordance with changes which may be made 
in the scheme as the study continues, 

From years of experience we know that the buyer is 
usually amazed at the figure stated. The psychological 
reasons Causing «his amazement are easy to determine. A 
vision of a coffee processing plant has been built up in 
the buyer's mind but against that vision he has nothing 
to which the price can be concretely compared. That 
same buyer knows that if he is interested in purchasing a 
compact automobile, for example, that the price will be 
in the $2,000 range; if he’s interested in a better car— 
from $3,500 to $4,000; if in one of the luxury cars—from 
$8,000 to $10,000—but he doesn’t have that means of ap- 
praisal in purchasing his coffee plant requirements be- 
cause of the wide variation of design and so he is amazed. 
He would be just as amazed if the price was half that 
already quoted him, because the means of a suitable com- 
parison is still lacking in his mind, since no two coffee 
plants are ever identical in design or operation. 

What then determines the price or the cost and the re- 
sulting pricing of coffee processing machinery? Such cost 
or pricing cannot be compared to goods produced on a 
production line or on a mass basis. A coffee roaster costs 
more than an automobile but if coffee roasters could be 
produced or were demanded in the volume of automo- 
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biles, there would be no comparison in the two cost 
structures—the price of the roaster would be ridiculously 
low compared to that same automobile. 

There is the factor also of the life of a unit machine 
which in the case of coffee roasters is considerably longer 
than the number of years allowed for depreciation, 

Coffee equipment and most machines used in the food 
processing industry are manufactured on what is termed 
a job shop basis. Volume does not permit production 
methods and machines are literally hand tailored. 

The world is becoming overcrowded with automobiles 
because the production of such vast numbers permits low 
pricing. How would we feel if there was a similar outlet 
for coffee roasters? The machinery manufacturer doesn’t 
know what his reaction would be and perhaps the pro- 
cessor does not know his. Certainly there would have to 
be a tremendous number of companies engaged in the 
coffee roasting business to demand so many machines. 

In an article appearing in another trade journal, Walter 
Koegel, Chief Engineer of Jabez Burns & Sons, Inc., has 
described the steps in processing an order when received. 
The purpose of this parallel article is to describe briefly 
how the price which you are asked to pay is figured. 

Each plant must be designed to suit a particular cus- 
tomer. It is comprised of some standard units, some 
semi-standard and, of course, the vital connecting devices 
especially designed for the job. The especially designed 
groupings include such items, as ducts and exhausts; bins; 
hoppers and piping used to feed machines and route the 
product permitting it to be delivered to or discharged 
from the various unit processing machines. 

Bucket Elevators; Screw Conveyors and Air Lifts are 
included in the semi-standard grouping since they must 
be designed and constructed to fit and operate in a par- 
ticular building. Such semi-standard units are priced by 
a formula which follows our pattern of departmentalizing 
all costs. 

The manufacture of coffee processing equipment re- 
quires three basic production departments—Sheet Metal; 
Machine Shop and Assembly; Because of the diversity and 
specialization of the equipment being manufactured, the 
assembly department similarly has three divisions. 

Costs of each component of a unit are computed by 
the particular formula of the department or departments 
producing those components. Cost of assembly likewise 
follow a departmental formula. Thus the total cost of 
a standard unit is developed in logical, coherent steps. 

These same procedures are followed in costing standard 
items built into semi-standard units. Costing the especial- 
ly designed apparatus is accomplished through records 
accumulated in our manufacturing experience. If items 
which are to be manufactured are dissimilar to any ever 
made before and so no data has been compiled, then a 
complete estimate is developed separately for those items 

(Continued on page 46) 
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through a careful time check and analysis. 
In order to insure flexible, realistic, efficient control, the 
basis of our cost system is the production man-hour. No 


| accounting know-how is needed to accept the fact that a 


base that is changeless—like the hour of 60 minutes—is 
an anchorage far more desirable and effective than the 
dollar which, as we know only too well from the experi- 


| ence of recent years, because of its susceptibility to ma- 


nipulation, can be confusing as a base; in fact, it can be 
misleading. 
We use the rapidly growing technique of direct costing; 


_ and pricing formulae geared to a standard volume of pro- 
| duction. 


A feature of our pricing set up which is considered 
unique in cost circles, is a visual presentation of the en- 


tire cost structure. 
This is set forth on 4 panels each measuring 24” x 42”. 


| These panels are mounted in a fixture fastened to the wall 
| and swing outward on 2 pivot pins in one end of each 


panel. This permits handling the panels like huge leaves 
of a book with its back fastened to a wall. For obvious 
reasons the panels are kept under padlock. 

Panel I, represents the hourly-paid factory work force. 

Panel II, the salaried personnel. 

Panel III, non-payroll expense, including depreciation 


| charges. 


Panel IV, a summary of the information from I, II, and 
II. 


| All panels are divided vertically by departments, both 


production and non-production. 
Horizontal divisions on Panels, I and II separate the 
various job classifications; and on Panels III and IV, the 


| various expense classifications and sub-divisions. 


The real meat of the set-up, however, is in the two sets 
of figures incorporated throughout. These show the bud- 


| getted actual costs of each item, departmentalized, as well 
| as the impact of each in terms of cost per production 
| man hour. 


This makes an extremely flexible and effective set-up. 


| The cost per production man hour for every employee is 


clearly set forth and with no effort at all, it is possible to 


| determine the overhead rate on individuals in overhead 
departments! 


Our years of usage and experience with these techniques 
leaves us puzzled that there is not more universal adoption 
of this system by manufacturers. Possibly this is due to 
the starting load;—the tremendous amount of statistical 
research and compilation necessary to assure a sound 
“footing” for carrying the “‘price structure”. But once 
established it affords the derivation of formulae with the 
utmost ease; and results in an efficient and realistic pro- 


cedure. 
Continuous checks are made on costs of materials and 


| on current production time, gathered through electrically 


powered elapsed-time recorders used in the various de- 
partments. Nothing is left to guess or chance which could 
adversely affect the price either for the buyer or the manu- 
facturer. 

Periodic checks are made on the mix of purchased fin- 
ished components and raw materials as well as the relation- 
ship of each to production man hours, to assure the con- 
tinued validity of the pricing formulae. 
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You Can Pack Decaffeinated Solubles 


YOU CAN OFFER CAFFEINFREE COFFEE 
UNDER YOUR OWN LABEL 
EITHER REGULAR OR SOLUBLE. 


We decaffeinize your own coffee on a commission 
basis or we supply green caffeinfree coffee which 
is suitable for preparation in either form. Ask 
for prices in bags of 150 Ibs. c.i.f. American Port. 


from 


COFFEX A.-G., Schaffhausen, Switzerland 


Cable Address: Coffex Schaffhausen 
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J. ARON & COMPANY, INC. 
COFFEE IMPORTERS 
336 Magazine Street New Orleans i 


AUSCH COFFEE COMPANY, INC. 
COFFEE IMPORTERS, ROASTERS, 
AND PRIVATE LABEL PACKERS 
111 Wall Street 


BARRY & POWELL INC. (Affiliates ) 
ROLLINS BURDICK HUNTER CO. 


MARINE INSURANCE BROKERS 
116 John Street New York 38, N. Y. 


H. L. C. BENDIKS, INC. 
IMPORTERS-EXPORTERS 


89 Front Street 225 Magazine Street - 


New York 5, N. Y. New Orleans 12, La. 
25 California Street, San Francisco 11, Calif. 


C. E. BICKFORD & CO. 
COFFEE BROKERS AND AGENTS 
120 Wall Street 427 Gravier Street 


New York 5, N. Y. New Orleans 12, La. | 


To each of you of the 


BOCA RATON 

January 16, 17, 18, 19 

The Coffee and Allied trades salute 
The National Coffee Association on 
its Golden Anniversary @ 1911—1961 














T. BARBOUR BROWN & CO. 
COFFEE BROKERS AND AGENTS 
97 Front Street 





BUCKLEY & FORSTALL, INC. 
GREEN COFFEE, TEA & CHICORY 


301-302 Board of Trade Annex 
New Orleans, La. 





BURTON, PARTLAND & CO., INC. 
CERTIFIED PUBLIC WEIGHERS SINCE 1914 


Carloaders — Reconditioners 
San Francisco 


COFFEE 
302 Magazine Street New Orleans 


BYRNE, DELAY & CO. 
COFFEE 
80 Pine Street New York 











National Coffee Association 


ne extend a hearty nelcome 
and a pledge to do our utmost 
to make your fiftieth annual 


convention the best ever 


¢ January 16 to 19, 1961 + 


HOTEL AND CLUB 
BOCA RATON, FLORIDA 
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CALIFORNIA COMMODITIES CORP. HAAS BROTHERS 
eee COFFEE IMPORTS SINCE 185! 
242 California Street 230 California Street 


San Francisco I1, Calif. San Francisco 





B. F. CLOSE COMPANY HARRIS piesa 
CARGO SUPERIN 
COFFEE BROKERS CERTIFIED PUBLIC WEIGHERS 


406 Elm St. Cincinnati 2, Ohio 200 Davis St., San Francisco 








A HILLS BROS. COFFEE, INC. 
Clee COFFEE ROASTERS 
Edgewater, N. J. 


San Francisco, Calif. 
MISSISSIPPI SHIPPING CO., INC., NEW ORLEANS 
THE COFFEE FLEET 











IMPORT-EXPORT INDUSTRIES, INC. 
FOLTZ TEA & COFFEE CO. COFFEE AGENTS & IMPORTERS 


COFFEE ROASTERS 
PACKERS OF "ZODIAC" COFFEE PO dienigimensisys.y 


633 Tchoupitoulas Street New Orleans 








W. S. FORCE & CO. Se ee ee 
WEIGHERS, FORWARDERS, SAMPLERS BRAZIL -- COLOMBIA 
CUSTOM BROKERS AND TRUCKMEN aie js . 
. 160 California St. San Francisco 11, Calif. 
New York City 








LEON ISRAEL & BROS., INC. 


CERTIFIED PUBLIC WEIGHMASTERS COFFEE IMPORTERS 
Specializing in Green Coffee 300 Magazine Street New Orleans 


104 Commercial St. San Francisco |1, Calif. 








JONES-THIERBACH COMPANY 
M & S GORDON CO., INC. acasTens 


IMPORTERS OF COFFEE 43\ Battery Street 
96 Front Street New York 5, N. Y. wiih since 








THe Great ATLANTIC & Paciric TEA Co. : Th . 
IMPORTERS, | ROASTERS AND RETAILERS OF FINE e Prestige 
FFEES REPRESENTED IN 
BRAZIL COLOMBIA of fine coffee 
by the American Coffee Corporation Da 














San Francisco by the Golden Gate 
sends Warmest Greetings and Congratulations 
to the National Coffee Association on the 
Golden Anniversary — 50 years of friendship 
uniting all of the Coffee Industry. 


E. A. JOHNSON & CO. 


166 California St. San Francisco, California 
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50th 
YEAR 


N.C. A. 


“Fifty-years of continuing SCYVICE 


to the American coffee 


147 Drumm Street 
San Francisco 


EDWARD P. 


GREEN COFFEES 
One Jones Lane, N. Y. 5, N. Y. 


J. P. MARKS 
IMPORT AGENTS . 


20!-202 Natchez sien 


NATION. AL TEA COMPANY | 
IMPORTERS, ROASTERS, DISTRIBUTORS 
NATCO BRANDS 
1000 staat St., ronee 


PRADAT & DOU GLAS 
PUBLIC WEIGHERS AND GAUGERS 
227 No. Peters Street 
New Orleans 


JOHN E. 


WEIGHERS—SAMPLERS—INSPECTORS 
15 Moore Street 


New York 4 


As be 


RANSOHOFF CO., 


COFFEE IMPORTERS 
108 Front Street 


W. L. 


Ocean Freight Brokers — Forwarding Agents 
IMPORT Est. 1919 EX 
Peace Building — 4th floor — 624 Gravier St 


INC. 


New York 
RICHESON & SONS, INC. 


Carloading/Unloading — Weighing/Sampling 


DAVID ROSSMAN 
COFFEE 


. INC, 


' 86 Beekman Street 


New York 


W. KONIG & SON 
CERTIFIED PUBLIC WEIGHMASTERS 


MeCAULEY & CO. INC. 


. SPOT BROKERS 


RAISCH & CO. 





~ SABROSA COFFEE COMPANY, INC. 
Simon Auskern — Samuel Roseman 


COFFEE ROASTERS AND PACKERS 
_ 56 Pearl Street Brooklyn, N. Y. 





R. E. SCHANZER, INCORPORATED 
CHICORY AND COFFEE SUBSTITUTES 


tr 610 South Peters Street, New Orleans 





SCHILLING 
Division of 
McCORMICK & CO., INC. 
301 Second St., San Francisco 7 





SCHOLTZ & CO. 
COFFEE IMPORTERS 
82 Wall Street, N. Y. 


‘SEEMAN BROS. INC. 
New York, N. Y. 


ROASTERS AND DISTRIBUTORS 
WHITE ROSE COFFEE 


~ JOHN SEXTON & CO. 
COFFEE ROASTERS — SPICE GRINDERS 
Chicago—Long Island City—Pittsburgh—Atlanta 
Boston—Dallas—Philadelphia—Detroit 


San Francisco—Indianapolis 


C. A. SPORL & CO., INC. 


INSURANCE BROKERS & AVERAGE ADJUSTERS 
1001 Commerce ee 











New Orleans 





SWANSON BROTHERS, INC. 


COFFEE IMPORTERS AND JOBBERS 


149 -W. Kinzie St. Chicago 





UNIVERSAL COFFEE COMPANY 
805 West Randolph St. 
Chicago 7, Illinois 


‘DAVID WEINSTEIN 


COFFEE BROKERS 
CUP SELECTIONS A SPECIALTY 


140 Front Street New York 5, N. Y. 








WESP WEIGHING COMPANY 
: WEIGHERS AND SAMPLERS 
82 Beaver Street New York 5, N. Y. 





WESTFELDT BROTHERS 
528 Gravier Street, New Orleans, La. 
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NATIONAL COFFEE ASSOCIATION'S 50th 
ANNIVERSARY CONVENTION PROGRAM | 


A Golden Anniversary celebration comes just once in | 
the lifetime of an individual or an association. It brings | 
with it the opportunity to evaluate the past, and to look 
to the future. This year's NCA convention at Boca Raton 
will give members of our trade the chance to plan for 
the year ahead in a constructive and conducive atmos- 
phere. Here's the excellent program which will greet the | 
assembled convention-goers. 





Monday—January; 16 


Presiding: A. A. ANISANSEL, Imperial Commodities 
Corporation, Chairman National Coffee Association. 
Welcome and reading of names of honored guests. 

Address: WILLIAM RANDOLPH HEARST, Jr., Editor- 

in-Chief, Hearst Newspapers. 

Address: JOHN F. McKIERNAN, President, National 

Coffee Association, 

Address: SERGIO ARMANDO FRAZAO, Chairman of 

Board of Directors, International Coffee Agreement. 


Tuesday—January 17 
COMMITTEE MEETINGS 
Wednesday—January 18 


Presiding: J. R. DURLAND, Cain’s Coffee Company, 
Vice-Chairman, National Coffee Association, 

Address: “The Future Market for Coffee,’ JAMES 
E. WOOD, Ph.D, Pan-American Coffee Bureau. 

Address: “Building a Quality Image,” COMMANDER ED- 
WARD WHITEHEAD, President, Schweppes (U.S.A.) Limited. 

Address: “Coffee Merchandising and Advertising,” 
WALTER WEIR, Chairman, Executive Committee, Don- 
ohue & Coe, Inc. 

Presentation: EUGENE G. LAUGHERY, President, 
The Coffee Brewing Institute, Inc. 

Thursday, January 19 

Presiding: A. A. ANISANSEL. 

ANNUAL MEETING OF MEMBERS OF NATION. 
AL COFFEE ASSOCIATION. 

REVIEW OF THE ASSOCIATION’S YEAR BY THE 
CHAIRMAN, A. A. Anisansel. 

Reports: Treasurer’s Report, Foreign Affairs Commit- 
tee, Military Instant Coffee Committee, Institutional Com- 
mittee, Public Relations Committee, Insurance Committee, 
Resolutions Coramittee, Nominating Committee. 

Election: New Officers and Directors. 

ANNUAL BANQUET, PATIO ROYALE 





Not the least of the convention-doings will be found 
in the ample ftee time devoted to the premise that 
business-worn coffee men may need a moment to let 
off steam. The golfing fraternity, card-players, devotees 
of deep sea fishing, will all have ample time to devote 
to their particular likes. And, for party-goers the Associ- 





ation will host a “Gaslight Gambol” recreating the at- 
mosphere of the early days of the Association. 
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MEMBERS 


GREEN COFFEE ASSOCIATION OF N.Y. 
NATIONAL COFFEE ASSOCIATION OF U.S.A. 
NEW YORK COFFEE & SUGAR EXCHANGE, INC. 


CABLE ADDRESS: TAFBEL 


Greetings fo the Vational 
Coffee _Aicatiaillin on its 
fiftieth year of service to the 


hada 


COFFEE IMPORTERS 


106 Front Sv. 


New York 5, N. Y. 








Test Our Instant Coffee 
and See for Yourself! 


The secret of the success of 
East Coast Private Brand Cof- 
fee 1s this: only full roasted 
sweet drinking coffees are used, 
in a full flavored and aromatic 
blend. It’s rich, heavy bodied, 
fragrant. Extra long flavor life 
is assured by removing all fats 
and oils, 


EAS? 
COAST 
COFFEE 
CO RvE 


Cable Address: NATHORCOF, 


highest 
quality 


PRIVATE 
BRAND 
COFFEES 


lowest prices 


Send for your sample today and 
see why East Coast Coffees out- 
sell other private brands, even 
those selling at much higher 
prices. Quality counts. 

601 West 26th St. 

New York 1, N. Y. 

Tel: BOwling Green 9-0050 








* MERCHANDISING—1961 


Robert Stolk, sales vice president 
of American Can, 
comments on merchandising 


A principle of selling is “when you find a good idea, 
stick with it.” Too often in our search for the new and 
spectacular, we discard the positive and reliable. We for- 
get that new generations will respond to the same selling 
appeals that sold their mothers. With one proviso— 
the IDEA behind the appeal has got to be basic, not 
superficial. To be basic, an IDEA must clearly explain 
an extra value to justify the woman's decision to make the 
purchase 

A new homemaker is pointedly eager to learn all she 
can about what she buys, She is far more susceptible to 
information than to exhortation. Every year the nation’s 
schools graduate new generations of young women who 
sooner or later (usually sooner) will become “purchasing 
agents’ of households of their own—taking their duties 
seriously and anxious to do a good job. What could be 
more important than restating one of the prime merits 
of your package? 

All of which leads to the thought that it might be smart 
for roasters and their advertising agencies to consider the 
advisability of restoring the phrase “Vacuum Packed” on 
can labels, in newspaper and TV ads, on billboards— 
wherever and whenever the brand is mentioned! 

It will recall to more experienced housewives the ad- 


vantages of vacuum packing they first heard about as 
young brides . . . and as then, prompt them to buy. It 
will suggest freshness, flavor and quality to the thousands 
of new homemakers who have taken over as female heads 
of households since the dramatic “Vacuum Pack”’ advertis- 
ing of a few years ago. 

There are excellent reasons why this suggestion makes 
merchandising sense. The reasons are brought out in a 
survey American Can Company conducted several years 
ago. We wanted to find out what the phrase “Vacuum 
Packed” meant to women. Here's what we found: 

Eighty per cent of urban housewives say ‘Vacuum 
Packed"’ means fresher, tastier, or better quality coffee. 
Yet at that time, and this is the eye-opener, only 55% 
of urban housewives actually bought their coffee in vacu- 
um cans. (As of today, the figure exceeds 60% according 
to latest findings of American Can’s Research Staff.) 

So it appears that a ready market exists for greater sales 
of coffee in vacuum cans. The phrase ‘Vacuum Packed” 
is used to convince coffee drinkers they'll get more for 
their money when they buy vaccum packed coffee. 

Women like to be given logical reasons for buying a 
particular brand, product or type of package. A woman 
likes to feel she has made a wise purchase as well as a 
thrifty purchase. Once she's convinced that your product 
is the one best buy, your brand can have no more vocal 
advocate! But there must a basic idea, or appeal. The 
“Vacuum Packed” selling theme is such an appeal. 

Here are five significant merits of “Vacuum Packed Cof- 
fee’’ that should be considered by roasters and their agen- 
cies for inclusion in displays, films, TV scripts and news- 


paper ads: 








REMINDING YOU THAT 
GOOD BLENDS ARE MADE PERFECT 
WITH 


SALVADOR 
COFFEES 


COMPANIA SALVADORENA DE CAFE, S. A. 


San Salvador - EI Salvador 


Cables: Coscafe Acme Code 
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“Your coffee is protected from oxygen which reacts 
with substances in coffee to impart a peculiar taste 
known as ‘staleness.’ 

Your coffee retains freshness in extended storage. 
Your coffee is protected from all outside climatic 
conditions. 

Your coffee retains ‘pleasant aroma” which escapes 
in some other type of packages . . . meaning coffee 
goodness is being wasted. 

Your coffee arrives in the home with its original 
freshness, flavor and goodness ready for full family 
enjoyment.” 

So I repeat. A good IDEA is timeless. “Vacuum 
Packed” is just as meaningful and interesting and new 
today to literally thousands of consumers as it was yester- 
day. Use it to your benefit. 


**new households to bring new needs, 
new demands in ‘61° - General Foods 


The coming year should be a relatively good one for 
the food industry. Even a moderate slackening of gen- 
eral industrial activity in 1961—as predicted by many 
ecoonmists—does not seem to threaten this prospect. 

Consumers may defer many purchases during periods 
of business uncertainty, but their food buying patterns 
do not change rapidly. It is noteworthy that total food 
expenditures continued upward both in 1954 and 1958, 
the years that marked the last two business dips. 

Taking a longer range view, the food industry outlook 
is even more promising. Based on aren estimates 


9 MILLION NEW HOUSEHOLDS 
IN THE '60s 


of an increase in population, personal income and busi- 
ness growth, the food industry looks for sales to increase 
by an average of some $4 billion a year for the next 10 
years, bringing the total sales figure to an estimated $115 
billion by 1970. 

During the next 10 years, the changing character of 
our population will affect the food industry significantly. 
Some 33 million young men and women will become new 
wage earners and purchasers of consumer goods, bringing 
new needs, new wants, new tastes to be filled. There will 
also be a record number of people reaching 65 years of 
age—almost 20 million of them—who will have different 
nutritional and taste requirements. 

In addition, there will be a growing number of work- 
ing women requifing an ever-increasing supply of con- 

a on page 54) 


ST AND BEST WITH INSTANTS 


all over the world! 


the dreamiest coffee 


Nestea 


the best tea— instantly 


THE NESTLE COMPANY ns ran nw vr 


Nescafé, 
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Nestea and Decaf are registered trademarks of The Nestlé Company, inc. 
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CAFE DOMINICANO C. POR A. 


CIUDAD TRUJILLO 





What is your best buy in Milds? 
WASHED SAN DOMINGOS 


From the green hills of the Dominican Republic comes 
@ quality coffee griwn in ideal natural circumstances 
of soil, altitude and rainfall washed and prepared 
with utmost care to meet exacting standards 


WASHED SAN DOMINGOS 


YOU CANNOT GET MORE 
VALUE FOR YOUR MONEY 


For the Dominican growers and exporters 


DOMINICAN REPUBLIC 








© MERCHANDISING—1961 (continued) 


venience foods for their part-time housekeeping. More 
and better educated people will become more sophisti- 
cated and exacting consumers. The population shift to 
the suburbs will be accompanied by some swing toward 
food products designed for more leisure time and out- 
door living. 

Through all these years of growth and change, the im- 
portance of nutrition will increase. From the American 
homemaker will come a growing reliance on processors to 
build better nutrition into family diets—to add yet an- 
other value to those already offered at the corner grocery 
store. 

For General Foods, the year 1960 was one of expan- 
sion—in products and product lines, in market sand 
marketing areas, in GF's radically new market-centered 
sales and distribution system and in production facilities. 

Our capital expenditures investment for our current 
fiscal year, which ends March 31, 1961, is expected to total 
almost $50 million, compared with last year’s record $34.6 
million; our national network of 16 market-oriented dis- 
tribution centers will be completely installed within the 
next year; General Foods entered new markets and mar- 
keting areas with new production facilities in the U.S., 
Canada, Mexico, Brazil, an dFrance, and more than 30 
new and improved products have gone to market in the 


U.S. alone during 1960. 


SANTOS & GO! 


LISBOA-2 (Portugal) 


Cable Address: "ZAIRE" 
Rua Manuel de Jesus Coelho 
n°, 12 —5§°, 


Pan American Coffee Bureau: modern 
merchandising can help solve problems 


A substantial increase in world coffee consumption is the 
goal of a greatly expanded promotional program launched 
this year by major coffee producing nations. Second only 
to petroleum as the most valuable commodity in international 
trade, coffee is being given its greatest sales push in the 
United States, Canada and elsewhere. 

Major force behind this campaign is the World Coffee 
Promotion Committee of the International Coffee Agree- 
ment. Twenty-eight Latin American and African countries 
are now signatories of the Agreement which has a two-fold 
purpose. The first of these, short-range in nature, is to 
stabilize world coffee markets through a system of export 
quotas balancing supplies with demand. The second and 
long-term aim of the coffee-growing countries is to overcome 
their problems of surplus by selling more of this basic 
commodity on which so many of them depend for their 
economic welfare. This is being done through the Pro- 
motion Committee which has set an $8 million budget, to 
be raised through assessments on exports of green coffee by 
ICA members, The Promotion Committee then allots funds 
to approved promotional agencies in various countries. In 
some instances, these allotments are used to supplement exist- 
ing programs and in others to start new ones. 

“The world’s coffee-growing countries realize that we 





CALVES, LDA. 


LUANDA (Angola) 
Cable address: “TEJO" 
P.O. Box 123 


EXPORTERS OF COFFEE FROM ANGOLA 
(P.W.A.) 


Any and all business for abroad is handled by our Lisbon Department. 


COFFEE & TEA 


The Flavor Field 


INDUSTRIES and 











H. DE SOLA E HIJOS 


ESTABLISHED 1896 


Coffee Exporters 


SAN SALVADOR, EL SALVADOR, C.A. 








cannot afford to attack our problems solely through the 
negative means of export quotas or by limiting production,” 
says Andre Uribe, of Colombia, Chairman of the Promo- 
tion Committee. “We believe firmly that we must and can 
help our national economies by enlarging the market for 
coffee.” 

Indicative of the earnest intent of the coffee growers is 
the fact that since July 1, they have nearly tripled their ad- 
vertising efforts in the U. S. and Canada through the Pan- 
American Coffee Bureau, which in March was designated 
as the official arm of the World Promotion Committee for 
these two countries. 

Although the Coffee Bureau has been in existence since 
1937, prior to a few months ago it was supported by a small 
contribution of 10 cents per 132-pound bag of green coffee 
imported from its 13 member countries, all Latin American. 
Now, however, because of the World Promotion Committee, 
it has been enabled to increase its promotional activities. 

According to J. R. S. Hafers, of Brazil, the Bureau's 
President, ‘The United States is certainly the greatest coffee- 
drinking nation in the world. It already takes more than 
half of world coffee exports but we feel that there is still 
a vast untapped potential market which we are going to make 
every effort to reach. With the additional funds allotted 
by the World Promotion Committee, we can do a more 
comprehensive and effective job than ever before. It is 
our hope that before too long we can expand our advertising 
and public information programs even more.” 

Similar expansion of promotional activities is occuring in 
Europe where coffee consumption has risen greatly despite 
high retail prices caused by import duties and internal taxa- 
tion. In England and France, for example, where small pro- 





motional programs had been carried on in recent years by 
the coffee trade, local funds have been matched by the 
World Promotion Committee. In other countries, such as 
Italy and Belgium, encouragement and money from the Com- 
mittee have resulted in the inauguration of new campaigns 
to increase coffee drinking. Coupled with this is an effort, 
being carried on at the diplomatic level, to obtain reductions 
in the excessive taxes which make coffee a luxury product in 
many European countries. Producers argue, on the basis of 
past experience elsewhere, that reducing the cost of a pound 
of coffee so that it will be in the reach of more people will 
greatly expand its usage, 

‘New markets” is also a term much heard in the past 
year among coffee producers. These include countries in 
which coffee-drinking is not traditional—Japan, for example, 
and Russia. In the former, coffee drinking is widening from 
the city coffee-house to the home. And Brazil and the 
USSR, during the year, concluded a barter pact exchanging 
green coffee for petroleum and other products. The amount 
involved is not great, trade officials admit, but it is a start. 

With good grades of home-grown coffee now available in 
their own countries, because of the surplus, Latin Americans 
are also getting an officially-encouraged coffee-break. In 
Brazil, Colombia, Costa Rica, Mexico, El Salvador and else- 
where, good grades of coffee, previously exported to earn 
dollar exchange, are now available to the public at cut prices. 
Anti-adulteration laws have also been passed recently in some 
countries. 

Through such moves as these, the producing nations of 
Latin America and Africa, to which a progressive coffee trade 
is so essential, are showing their belief that modern mer- 
chandizing methods can help solve their problems. 





LAFAYE & ARNAUD 


COFFEE AGENTS & BROKERS 


New Orleans Board of Trade 
MEMBERS: Green Coffee Association of New Orleans 
National Coffee Association 


Tel.: 523 - 2742 - 2743 
Teletype: NO 354 
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106 Board of Trade Bldg. 
New Orleans 12, La. 








Best Wishes to the 


National Coffee Association Convention 


GREEN COFFEE 


Cc. G. CAMBRON CO., INC. 


BROKERS AND AGENTS 


Established 1890 


210 CALIFORNIA ST. 1855 INDUSTRIAL ST. 
SAN FRANCISCO 11 LOS ANGELES 21! 
Sutter |-2532 Madison 7-2805 


Teletype ST 501 Teletype LA 83 








DILLINGHAM INVESTMENT CORP. 
D.B.A. 


CAPT. COOK COFFEE CO. 


CAPTAIN COOK 
HAWAI! 
MILLERS & EXPORTERS OF GREEN 


KONA COFFEE 


Manila Agents 
CONNELL BROS. COMPANY 
Wilson Building 
Manila, P. I. 


San Francisco Agents 
E. A. JOHNSON & CO 
166 California St 
San Francisco !1, Calif 











Maximo Stahl & Cia. Sucesores 


Established 1896 
Cable Address "MASTAHL" all Codes 
Head Office: GUATEMALA CITY 
Branches: COATEPEQUE, ESCUINTLA 
RETALHULEU 


a 


General Agents 


RETALHULEU COFFEE COMPANY 
Coffee Exporters 








Societe Commerciale Anversoise & 
Societe Belge d’Extreme-Orient Reunies 
““SOCOMABEL’’ 


Societe Anonyme 
Established 1898 


29, Meistraat — Antwerp 
Cable: SOCOMABEL Antwerp 


COFFEE 


Exporters of Belgian Congo coffees: 
Robusta — Ociru — Kivu 
Importers of coffee from 
Brazil — Central America — Indonesia — Africa 


TEA 


Teas from the Belgian Congo, Indonesia and other origins. 
Orgenizers of tea auctions in Antwerp. 


| 
| 


@ PRODUCT MERCHANDISING 


COFFEE AND TEA ADVERTISING 


IN THE TEEN-AGE PUBLICATION 


The youth market has consistently been an area in 


_ which the coffee and tea trade has expressed interest. 
| It is apparent that with the teen-age American spending 
| an estimated ten billion dollars annually, he becomes a 
| must market for food and beverages. Why then, has the 
| coffee roaster, or the tea processor directed a greater pro- 














portion of his advertising towards this market. 

The answer lies at least partially in the hands of the 
various publishers of periodicals in the youth field. “‘Cof- 
fee and Tea Industries’ found that publishers were divid- 
ed in their attitude towards the acceptance of coffee and/ 
or tea advertising. 

Here are some of the questions asked of various youth 
publications and the manner in which they were answered. 

“Do you feel that the youth market can become an im- 
portant factor to the coffee and tea trade?” 

Seventeen's publisher summed up the publication’s at- 
titude toward the youth market and coffee or tea, as fol- 
lows. ‘We feel that the youth market certainly can be an 
important factor to the coffee and tea industries. Many 
high schools teach, as a regular part of the home eco- 


| nomic’s curriculum, the correct way to make a cup of 


coffee. Seventeen itself has offered editorial instruction 
on making coffee during the past year, and (in conjunc- 
tion with the Tea Council of the U.S.) has featured a 
party with tea as the principal beverage. The backbone 
of the future of the coffee and tea industries lies with 
tomorrow's homemakers—who are today’s readers of 
Seventeen.” 

Quite a different approach is reflected in the attitude of 
Charles F. Jackson, business manager of Boy's Life in 
answering the same question. Jackson quotes the cur- 


| rent Boy Scout Handbook in outlining his publication's 


| reasons for not accepting the advertising of the coffee and 


tea packer. 
The handbook reads as follows: “Stimulants are drinks 


| that excite the nervous system and speed up heart action. 


| Coffee and tea are stimulants. 


| are not. 


Milk is far better for 
growing youngsters than coffee or tea. Milk is nourish- 
ment—coffee and tea, except for the milk and sugar added, 
Milk contains numerous things you need for 


| your growth—clear coffee and tea contain none.” 


As an example of the wide divergence of opinions, and 


| editorial direction of publications in the youth field, Seven- 
| teen's policies are completely divergent to those of Mr. 


| Jackson, and Boy’s Life. 


Seventeen feels that, “in our 


| opinion, the old wive's tales regarding effects of coffee 
| and teas on the growing child need not be a factor in 
| advertising.” 


To the quesetion, “Would you comment on the overall 
direction coffee and tea advertising to the youth market 
should take?”, Seventeen offered the following advice. 
“The presentation (advertising) of coffee and tea should 
be made in association with gracious and friendly enter- 


| taining, as well as the educational aspects of how to make 
| tea and coffee correctly, strike us as fruitful directions”. 


COFFEE & TEA 


INDUSTRIES and The Flavor Field 





Boy’s Life, while it will not presently consider the ad- 


vertising of coffee or tea processors in its pages, considers | 
that there is a definite place for such in its adult publica- | 
tion, Scouting. In Jackson’s opinion, “a schedule of adver- | 


tising by tea or coffee producers in this publication (direc- 
ted to 1,300,000 registered adults) would be acceptable as 
long as the advertising copy itself is prepared within the 
framework of our existing policies.” 

Perhaps the best reason advanced, and the nub of why 
some steps should be taken to advance the advertising of 
coffee and tea in youth publications, was contained in one 
letter which quite concretely stated the case. ‘The bever- 
age habits which readers form now, and their introduction 
to the making of tea and coffee, will be with them for 
years to come.” 


Pan-American Coffee Bureau 
initiates biggest ad program 


Early this month the Pan American Coffee Bureau 
announced that it will invest $2-million in the most in- 
tensive advertising program in its history. The program 
is scheduled to run for a 12-week period beginning Jan- 
uary 6. 

Additional funds made available to the Bureau by the 
World Coffee Promotion Committee permit this intensifi- 
cation of the campaign during the peak consumption 
period for coffee. According to Charles G. Lindsay, 
Bureau Manager, the campaign continues the theme, 
“Make it coffee, make it often, make it right!” 

Spot television will be used extensively during the 


course of the program, with 10-second spots in prime | 


time and lesser spots in fringe time. The resultant cover- 
age will saturate the 30 top television markets. In addi- 
tion there will be participations on nighttime and daytime 
network shows. The Bureau will also continue its cam- 
paign launched last September in women’s service maga- 
zines. 





TRADE CALENDER 


January 29 - Feb. 1 
Super Market Institute 
Americana Hotel 
Miami Beach, Fla. 


April 10, 11, 12, 13 

National Premium Buyers Exposition 
Navy Pier, 

Chicago, Il. 


April 10, 11, 12 

National Packaging Show 
Lakefront Exposition Hall, 
Chicago, III. 


May 14, 15, 16, 17 

Flavoring Extract Manufacturers Association 
Savoy Hilton Hotel, 

New York, N. Y. 
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DUPUY 
STORAGE & FORWARDING CORP. 


GENERAL FORWARDING AGENTS 
DRAYAGE 
CARGO SUPERVISION 


WAREHOUSING 
New Orleans, La. 


WEIGHING 
2601 Decatur Street 








JUSTO F. FERNANDEZ 


Firca “Las Animas” 


Coffee Planter and Exporter 





Grower of the Highly Appreciated 
Top Quality Coffee 


4 


Jalapa, Ver., Mexico 


Phone 22-47 

















“ECOMAR” 


EMPRESA COMERCIAL DO ULTRAMAR, LTD. 
LEADING EXPORTERS OF: 
ANGOLA (PORTUGUESE WEST AFRICA) 
ROBUSTA GREEN COFFEE 
(They are neutral and they will bring 
down the cost of your blends) 
Ecomar coffee is colour sorted by 
ESM machines at our Luanda plant. 

LISBON OFFICE Head Office: Luanda 


Rua de S. Julido, 62-2° Ecomar Ltd., P. 0. Box 754 
ANGOLA 


Cable Address: “ECOMAR” (Portuguese West Africa) | 




















IVARAN 
ines. 


AGENCIA de 
VAPORES GRIEG S/A 


Rie de Janeiro 
Praca Maua 7 


Santes 
Praca de Republica, 46 

















“Fact-Reference” Feature 


Coffee 


and Tea 


Patents...1959 


During the past year the greatest number of coffee and tea patents was 
directed to the field of extracts. This direction is indicative of the grow- 


ing use of instants throughout the world. 


SPRAY DRYING COFFEE 

William D. Kohlins, James G. Moore and Duncan B. 
Montgomery have invented a horizontal spray dryer for 
use in the production of instant coffee in the form of 
dense-walled hollow spheres having desired aroma and 
reduced hygrosocpicity. (U.S. 2,953,199, assigned to 
Blaw-Knox Co. Sept. 20, 1960). 

In an improved spray dryer for processing powdered 
coffee and similar foodstuffs, Alexander Marriott Walker 
positions the spray head so as to effect in the drying 
chamber a relatively long period of retention of the 
particles in suspension, Advantages include better dry- 
ing of the coffee product and increased thermal efficiency. 
(U.S. 2,957,519, one-half assigned to John G. Hoad, 
Oct. 25, 1960). 


COFFEE BEAN ROASTING 

Willi Brandl, of Switzerland, has designed an im- 
proved machine for roasting coffee beans under pressure, 
wherewith roasting losses are reduced and more aro- 
matics retained, Beans are pre-roasted without pressure, 
the water vapors withdrawn, the roasting continued with 
pressure, and a cooling agent injected at increased pressure 
after the roasting is completed, so that the beans are at 
least partially cooled without a pressure drop. (Canadian 
604,527. Sept. 6, 1960). 

Joseph L. Kopf designed an improved apparatus for 
roasting coffee beans and similar foodstutfs wherewith 
smoke particles and foreign materials given off during 
roasting are burned and odors are eliminated, thereby 
enabling discharge to the atmosphere of an odorless, clean, 
(U.S. 2,952,452, assigned to Jabez Burns 
1960). 


invisible off-gas. 
& Sons, Inc. Sept. 13, 
COFFEE EXTRACTS 

Ramon Perech produces a dry, water-soluble instant 
coffee having good retention of aroma and flavor by heat- 





Copies of U.S. patents can be purchased at 25 cents each 
from The Commissioner of Patents, Washington 25, D. C. 
Canadian patents are available at C$1.00 each from Com- 
missioner of Patents, Ottawa, Ont., Canada.; and British 
patents at 3 shillings 6 pence each from Comptroller, Sales 
Branch, The Patent Office, 25 Southampton Bldgs., London 
WC. 2, England. 
ing the aqueous extract at an elevated temperature below 
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212°F. in contact with an oxygenous atmosphere for at 
least one hour. Potassium permanganate or other in- 
nocuous oxidizing catalyst can be added to the aqueous 
extract either before or after the oxidation treatment. 
(British 836,464. June 1, 1960). 

Jacob R. Feldman, Harold S. Levenson and William 
V. White obtain a fragrant, desirably balance coffee 
aroma useful in the aromatization of soluble coffee powder 
by distilling the aromatic materials from expressed coffee 
oil at sub-atmospheric pressures under mild temperature 
conditions. The aromatics thus distilled are condensed, 
and the condensate admixed with an oleaginous material 
to balance and stabilize the constituents. The various 
desirable aroma fractions can be isolated and provided in 
the final product in the proportions desired. (U.S. 
2,947,634, assigned to General Foods Corp. Aug. 2, 
1960. Same: Canadian 603,954. Aug. 23, 1960). 

E. Griffiths Hughes Ltd., a British firm, produces a 
dry coffee extract in the form of a powder by forming an 
aqueous infusion from coffee beans, adding a low-boiling 
non-fatty volatile organic solvent, and homogenizing and 
spray drying the infusion. (British 844,514, Aug. 10, 
1960). 

In a process for preparing an instant coffee product 
which does not start with hot water extraction and end 
with a hot drying operation, Eugene N. Bilenker contacts 
roasted coffee with a relatively cool extraction medium 
with a simultaneous application of ultrasonic vibrations, 
separates the resulting infusion from the residual solids, 
and dries the infusion to a soluble powdered coffee pro- 
duct. Optionally, the residual solids are pressed, and 
the recovered high aroma fraction added to the infusion 
before the latter is dried. (U.S. 2,949,364, assigned to 
Curtiss Wright Corp. Aug. 16, 1960). 

In the production of a coffee concentrate of improved 
flavor and aroma, Jack W. Cameron extracts ground 
roast coffee by percolating hot water through the materi- 
al in the presence of a special oxygen-free gas produced 
by the controlled burning of a hydrocarbon fuel gas with 
an amount of combustion supporting air that is insuf- 
ficient for complete combustion. The aqueous coffee con- 
centrate may wither by spray dryed or sealed in contain- 
ers for marketing while enveloped in a drying atmosphere 
of the special gas. (U.S. 2,950,973, assigned to Vitagen 
Corp. Aug. 30, 1960). 

(Continued on page 60) 
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Complete soluble coffee processing equipment—A%X from 
plant design through start-up and 
operator training 


water treatment 
extraction 

spray drying 
packaging 

spent grounds handling 


¥, pilot plant equipment 
technical assistance 


BOWEN ENGINEERING, INC. 


i ci Mw WRITE FOR SPECIAL BOWEN BULLETIN 














FEDERACION CAFETALERA DE AMERICA 
FEDECAME 


Has the honour to express to the members of the 


NATIONAL COFFEE ASSOCIATION 


their best wishes for a most successful Convention 


For BEST blendings use BEST high quality coffees produced by 


COSTA RICA e@ CUBA e REPUBLICA DOMINICANA e ECUADOR 
EL SALVADOR e@ GUATEMALA e HAITI e HONDURAS 
MEXICO e NICARAGUA e PANAMA 
PERU e PUERTO RICO ® VENEZUELA 


Address your inquiries to: Box 739 San Salvador 
FEDECAME EL SALVADOR, C. A. 
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coffee and tea patents 


(Continued from page 58) 





In a process for obtaining water-soluble coffee solids 
from screw or auger expeller cake, George Franck and 
Herbert Guggenheim form the coffe meal into pellets, 
distribute the pellets through ground roasted coffee, and 
water extract the soluble coffee solids from the distribut- 
ed ground coffee and pellets in an extracting chamber. 
Use of pellets improves the porosity of the bed and 
makes possible more satisfactory extraction. (Canadian 
607,065, assigned to General Foods Corp. Oct. 18, 1960). 

Theodore Kraut substantially reduces pressure drop 
problems in the percolation extraction of soluble coffee 
solids from roasted coffee fines by pelletizing the fines 
and distributing them throughout the coarser grind frac- 
tions. The mixture of pellets and coarse coffee particles 
is then extracted in an extracting chamber. (Canadian 
607,067, assigned to General Foods Corp. Oct. 18, 1960). 


PRESERVING GREEN COFFEE BEANS, BLACK TEA, 
GREEN TEA, ETC, 

Takaichi Ochiai, of Japan, prevents storage deteriora- 
tion of green coffee beans, black tea, green tea, or any 
of various other foodstuffs by placing the material in an 
air-tight chamber and treating it with a mixture of chlo- 
rine and hydrogen gases. This treatment prevents oxida- 
tion of coffee beans for a long period of time. (British 
835,838. May. 25, 1960). 


we 


PRELIMINARY TREATMENT OF TEA LEAF 

Alexander Maurice Hugo Bake, of Holland, invented a 
process and apparatus for conditioning the amount of 
surface moisture on fresh tea leaves after plucking and 
before storage or manufacture and/or conditioning the 
temperature of the leaves. The leaf is immersed in or 
sprayed with water at 40-85°F., and then surface dried to 
1-2% moisture by centrifuging or blowing. (British 
847,239. Sept. 7, 1960). 


TEA EXTRACTS 

To produce a black tea concentrate from comminuted 
unprocessed green tea leaf, Ramon Perech extracts the leaf 
with steam or boiling water. The obtained solution is 
treated with potassium permanganate and heated at 80- 
90°C. initially with oxygen to evaporate and separate 
3-4% of the solution. Concentration is completed under 
vacuum, and the 3-4% portion added to the vacuum con- 
centrates to restore to the final concentrate the essential 
oils, flavor and aroma developed in the solution before 
evaporation under vacuum began. (British 839,354, as- 
signed to Transcontinental Development Co. Trust . June 
29, 1950). 

Ramon Perech preserves essential oils and specific 
flavor and aroma in a black tea concentrate produced 
from comminuted unprocessed green tea leaf by extract- 
ing the leaf, removing insolubles, immediately barring 
access of air to the solution, evaporating the solution un- 
der vacuum, breaking the vacuum, adding potassium per- 
manganate to the heavy concentrate, and heating and oxi- 
dizing the catalyzed heavy concentrate. (British 839,355, 


u) v) wee 


MARCELLINO MARTINS FILHO EXPORTADORA S.A. formerly 


MARCELLINO MARTINS FILHO & CIA. 


Established 1920 


(ALL QUALITIES) 


CABLES: MARCEMARE 
RIO DE JANEIRO 


P.O.B. 2054 


Agents and/or 
Branches in all producing centers 
of the states of 


SAO PAULO 
PARANA 
MINAS GERAIS 
RIO DE JANEIRO 
ESPIRITO SANTO 


SHIPMENTS FROM 
RIO DE JANEIRO, PARANAGUA and VICTORIA 





assigned to Transcontinental Development Co, Trust. 
June 29, 1960). 

Edward Seltzer, Arthur J. Harriman and Richard W. 
Henderson produce a tea concentrate suitable for being 
dissolved in cold water to make iced tea by steeping the 
leaves in hot water, and cooling to below 100°F. the 
liquid extract containing a concentration of soluble tea 
solids. ‘‘Creaming” occurs in the solution, and the low 
temperature is maintained for a sufficient length of time 
to effect precipitation of 5-25% of the solids, and the pre- 
cipitate separated until a clear solution containing only 
completely cold water-soluble solids remains. (Canadian 
601,058, assigned to Thomas J. Lipton, Inc. July 5, 1960). 


Unilever Ltd., a British firm, produces a cold water- 
soluble tea concentrate or powder having improved flavor 
and aroma by cooling a hot aqueous extract of tea leaves 
at an optimum rate to cause precipitation of 5-25% of the 
total tea solids, and then centrifuging the extract to re- 
move the solids and leave a substantially clear solution 
containing soluble tea solids. (British 844,451, Aug. 10, 
1960). 


TEA BAGS AND THE LIKE (BY TITLE ONLY) 
Infusion bag. (Verris Chester Wardell, British 835,- 
508. May 18, 1960). 
Infusion bag. (James P. Whelan, U.S. 2,954,294, as- 
signed to Pneumatic Scale Corp., Ltd. Sept. 27, 1960). 
Infusion bag and method of making the same. (James 
P. Whelan, Canadian 606,305, assigned to Pneumatic Scale 
Corp., Ltd. Oct. 4, 1960). 








Consumption rise seen as 
stabilizer in coffee 


According to New York’s Journal of Commerce, the 
present measures being undertaken to spur coffee consump- 
tion are likely to prove successful. The paper was re- 
porting on the opinions of many prominent commod'ty 
traders. The expectation is that coffee prices will tend to 
remain firmer because of the expanding demand resulting 
from the current promotional efforts. 

In addition to more established areas, promotional efforts 
are being made to corner new markets where consumption 
has traditionally been low. The latter countries include 
Iron Curtain nations, and Japan. Indicated consumption 
in those areas shows that shipments have risen from 317,000 
bags in 1958, to a total of 558,000 in 1959. The Journal 
reports that, with other countries recently added as export 
targets, exports to new markets may well be expected to 
total 1.2 million bags in 1961. 

Consumption of coffee in the United States is reported 
to be responding to prevailing lower prices. Roastings dur- 
ing January-October, 1960, were 18-million bags, com- 
pared with 17.7 million bags last year, and 17.1 million in 
the 1958 period. With the winter coffee drinking season 
at hand, and with continuing lower prices for coffees of all 
types it is expected that coffee drinking in the United States 
during the coming months will grow at a faster pace than 
past statistics would indicate as normal for the period. 


setting the pace! 


For a combination of attractive, 
competitive rates -—— and — fine 
modern vessels specializing in the 
carriage of coffee call BO 9-6000 
for your next shipments from 
Dar-es-Salaam and Mombasa. 


FAST, MODERN VESSELS 
SAILING MONTHLY 


Agent at Dar-es-Salaam, Mombasa, Tanga; 


Dodwell & Co. (East Africa) Ltd. 


INDEPENDENT 
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® ® The foundations have been laid 
for a Central Tea Research Station 
near Valpairi, in the heart of the 
Indian plantation area. H. C. Kot- 
hari, president of the United Plant 
ers’ Association of Southern India 
pointed out that though the project 
has been delayed it was hoped that 
the central Indian government 
would expedite completion of the 
station. He said that under present 
conditions when production of tea 
exceeded demand it was essential 
that research be accelerated in order 
to assure crop quality 


® ® Reports from Africa indicate 
that plans are underway to develop 
African tea. An 
nouncement was made in mid-De- 
cember by the Kenya Government 
and the Colonial Development Cor 


9 000 acres of 


Tea Pickings 





A review of recent notes of interest to the tea trade com- 


piled from both AMERICAN and OVERSEAS sources. 


poration. The development wili be 
controlled by a new statutory body, 
the Special Crops Development Au- 
thority. The latter will take over 
from the Kenya government and 
the Provincial African Grown Tea 
Marketing Boards the responsibility 
for supervising the development of 
the 2,320 acres of smallholder tea 
already planted, the existing factor- 
ies, and the tea factory at Ragati. It 
will also provide assistance and 
supervisory services for the develop- 
ment of the further 6,700 acres to be 
established in order to complete the 
present programme. 


® 8 The Planters Journal and Agri- 
culturist reports that India may face 
a crisis if she fails to maintain her 
present position in foreign markets 
and counteract stiff competition 


from new rivals such as East Africa, 
and old rivals such as China. 

Although China has exported to 
only a limited group of countries so 
far, she is gradually coming up in 
the market with black tea. Tea out- 
put from Mainland China was esti- 
mated at 340 million pounds in 
1958. Chinese planners are reported 
to have set a production target of 
860 million pounds of tea in 1960, 
and 1,000 million pounds for the 
period 25 years hence. In view of 
the recent annexation of territories 
which are believed to possess good 
tea soil, the Journal indicates that 
it may not be too difficult for Main- 
land China to increase her produc- 
tion. China will now have a con- 
siderable quantity of tea available 
for export even if the promises held 
out are only partially fulfilled. 





Parker named chairman 
of Tea Council of U. S. A. 


The Board of Directors of the Tea Council of the U.S.A., Inc., 


has announced the election of Edward C, Parker as chairman. Parker 
succeeds Robert B. Smallwood who has held the post since its inception 
in 1953. 

Parker, president of Tetley Tea Company, Inc., has served as Tea 
Council treasurer since 1953. 

Sunil K. Roy, Consul General of India in New York, was elected 
first vice chairman, and Glanville S. Peiris, Counsellor, Embassy of 
Ceylon, was elected second vice chairman. Samuel Winokur, executive 
vice president of Seeman Bros., Inc., was elected treasurer. 

Newly elected to the board was W. Gardner Barker, president of 
Thomas J. Lipton, Inc., and head of the Tea Association. 

Re-elected were C. W. Felton, president Henry P. Thomson, Inc.; 
P. C. Irwin Jr., president, Irwin-Harrisons-Whitney, Inc.; Arthur E. 
Beeby, vice president and general manager, Salada-Shirriff-Horsey, 
Inc.; Winokur; P. V. Ramaswamy, Indian Tea Advisor in New York; 
Cyril J. Stracey, Commercial Counsellor, Embassy of India; Clarence O. 
Coorey, Director and Secretary, The Ceylon Tea Propaganda Board and 
Soesanto Djojosoegito, Consul General of Indonesia in New York. 


EDWARD C. PARKER 
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® ® Russia, which produces an esti- 
mated 70 million pounds of tea dur- 
ing an average year, is reported to 
import an additional 50 to 70 mil- 
lion pounds annually. The bulk of 
the latter comes from either India 
or China. Her purchases were limit- 
ed to high grade teas from India 
last year and increased slightly over 
the 27.3 million pounds imported 
from that country during 1959. 


® # The Pakistan Times reports 
that in an effort to ease the internal 
shortages of tea the Government has 


New York Santas found the weather 
during the pre-Christmas season a 
mite chilly on Fifth Avenue. Good 
Samaritans at the nearby Tea Cen- 
ter therefore saw to it that hot tea 
was available to ''psyche them up.” 


Packer salesmen have been busy 
the last two months distributing 
placards such as those shown 
below. They're contained in kits 
distributed by the Tea Council for 
the upcoming "Take Tea and See 
Week''—February 3-18. 
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Another 
GUMP 
Installation 
makes 
big savings 


“Our No. 102 Bar-Nun Can 
Line has been very satisfactory 
and we are indeed pleased 
with it.” 





With minimum supervision, this efficient Bar-Nun Can Line 
easily delivers the capacity of the closing equipment—17 cans 
a minute, One operator loads the empty cans onto the feeding 
conveyor, and packs off at the closing machine. The Bar-Nun 
equipment automatically conveys, times, fills, packs, and ejects 
the cans, Extreme accuracy of the Bar-Nun “Auto-Check” 
Net Weigher stops costly overweights—underweights, too— 
to save coffee, as well as packaging labor. 


This particular line was designed so that a second weigher 
can be added later, to double capacity, Other GUMP installa- 
tions handle both one- and two-pound cans on the same line, 
by means of simple adjustments, Manually operated weighers 
are also available—in a range of models and sizes, If you pack 
coffee in cans, GUMP can supply the one most practical and 
profitable packaging installation. 


B.F. Gump Co. 


Engineers and Manufacturers of Coffee Plant Equipment 


1312 South Cicero Avenue, Chicago 50, Illinois 


SALES 


| New York 36—JABEZ BURNS AND SONS, INC.—600 W. 43rd St. 


AND San Francisco 5-TEMPO-VANE MFG. CO.—330 First Street 
SERVICE | Dallas 2—J. B. WILLIAMS—1026 Young Street 


stopped the export of tea. Pakistan's 
Food and Agriculture Minister K. 
M. Sheikh in explaining the action 
pointed out that the country pro- 
duced about 57 million pounds of 
tea annually, of which 40 million 
pounds were consumed locally and 
the balance exported. He attributed 
present shortages to the fall in tea 
production brought about by 
drought conditions which existed in 
East Pakistan during the first half of 
the year. 


# ® The Indian Statesman reporting 
on a speech by R. R. Pennell, chair- 
man of the Assam branch of the In- 
dian Tea Association pointed up the 
fact that 1960 was not a happy year 
for the Assam tea industry. Pennell 
listed as contributing factors labor 
troubles at several major plantations, 
and weather conditions. At several 
estates the crop was said to be close 
to 50 percent below 1950 levels, and, 
as a result of the recent drought the 
valuable second flush crop in the 
stricken areas was badly affected. 
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dging + Quot 
YA 


The coftee market is never stable. Our fast, authen- 
tic information on its activities will keep you abreast 
of its ever changing trends and assist you in 


stabilizing your trading. 


DEAN WITTER & Co. 


- Yor Steck Such Members: 

ew Yor OC xchange © Pacific Coast Stock Exchange 
New York Coffee and Sugar Exchange F 
Chicago Board of Trade 


SAN FRANCISCO New YoRK « LOS ANGELES 


CHICAGO © offices serving investors 

















DISTRIBUTORS 
Wanted 








For new INSTANT COFFEE just arrived from 


the Blue Mountains of Jamaica! 


The Coffee Company of Jamaica, Ltd. is 
producing a 100% pure INSTANT for the 
first time from the famous BLUE MOUNTAIN 


variety. 


The amazing degree of success and accept- 
ance BLUE MOUNTAIN’ INSTANT has 
achieved in Jamaica itself, where it has 
undergone a thorough testing, is the surest 
indication possible of its welcome into the 
rapidly expanding gourmet market in the 
United States. 


Distributors can expect all-out assistance 
and promotion all the way! 


LINDLEY G. PASKUS, PALANWICK ASSOCIATES, 
Suite $438, Rockefeller Plaza, New York 20, N. Y., 
exclusive representatives for Jamaica's famous 


BLUE MOUNTAIN INSTANT in the United States 


CONTACT US! Circle 5-8651 








Coffee grown in Colorado 
may be future possibility 


According to a recent news item, which appeared in 
the Denver Post, plans are in the offing for the establish- 
ment of a coffee plantation in Colorado. The party planning 
the project has already conferred with a local realty company 
to arrange for lease of 1,000 acres of property at a high 
altitude in the Rocky Mountains. A conference has also 


| been held with officials of Red Owl Stores, Inc., in relation 


to the planned enterprise. 
The originator of the plan, Jim Moran, claims to be an 
authority on the subject of coffee, and has already dis- 


_ cussed technological problems with plantation owners in 


the Kenya area. It is his contention that both climatological 


| and soil conditions in the area his plantings will be made 


are comparable with those of Kenya. Moran has also dis- 


_ cussed his project with growers in Mexico. Initial plant- 


ings of the Robusta coffee bean variety have been scheduled 
for early March. 


Brazil's Quadros comments 
"on coffee production 


President-elect Janio Quadros has made a statement on 
coffee in reply to a question submitted to him by the mag- 


| azine “Desenvolvimentos e Conjuntura,” published by the 


National Confederation of Industries: 

“There is no doubt that the accumulation of huge stocks 
of unsaleable coffee, plus the prospects of large crops, is 
one of the most serious economic problems facing the 
country because coffee continues to be, and will be for 
many years to come, our greatest source of foreign exchange. 
Overproduction generates all kinds of difficulties. 

“There are two steps which I consider essential for a 
solution of the coffee problem. The first involves an in- 
crease in exports; the second, the discouraging of new 
planting. An increase in exports should be made prin- 
cipally by opening new markets, both in Europe and in 
Asia. I have said time and time again that I am in favor 
of re-establishing trade relations with all countries, without 
exception. By so doing we will succeed in expanding the 
coffee market as well as the market for other products. 

“With regard to the discouragement of new plantings, 
we will try to achieve this by the formation of a plan that 
will be discussed jointly with the various producing associ- 
ations. We will also analyze the replacement of planta- 
tions of low productivity,in accordance with modern tech- 
nical principles, with newly planted trees or with other 
products, including reforestation, properly financed. This 
change will not involve losses to our farmers who will be 
helped by the Government.” 

Concerning foreign exchange policy, the President-elect 
said, in part: 

“I am in favor of unifying foreign exports and elimin- 
ating the exchange confiscation.’ I know, however, that the 
accumulated mistakes in our economic policy will not 
permit a sudden restoration of the true exchange level. 
Therefore, I intend to unify foreign exchange rates stage 
by stage. 

“What is not fair is that coffee and cacao, to the detri- 
ment of producers, should continue to feed the ‘parallel’ 
budgets of the nation’s economic and financial fantasies.” 
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Coffee producing nations 
move towards steady market Regular Service 

Brazil and six other major coffee-producing countries on From The Principal Brazilian Ports to: 
the Western Hemisphere, meeting in San Salvador in early NEW YORK NEW ORLEANS 


December, agreed to a step Ceemed necessary as a means of 


maintaining the stability of the international coffee market 
and the protection of price levels. The signatories decided | oy 


to accept a ten percent quota reduction in exports for the | 


October-to-March period. 
Brazil, Colombia, Costa Rica, El Salvador, Guatamala, | 


Mexico and Nicaragua were the signatories of the doument 
which stated that despite reductions in coffee supplies by (Partrimonio Nacional) 
the producing nations, transitory political and other factors 
had provoked a lack of confidence in the market during Owned and operated exclusively by the 
recent days, Brazilian Government, LLOYD BRASIL- 

The document went on to state that such factors were EIRO includes the American Line in its 
groundless as a market influence, and that, therefore, con- list of services vital to Brazil’s trade re- 


fidence should be restored for the benefit of both pro- lations with the commercial centres of 
dais aad dade the world. The American Line maintains 


a aa rae pe ace regular service from the principal Brazilian 
n the language of the communique, a decision was | coffee ports to New York and New Or- 
taken “by the seven nations to recommend to the governing | leans, with facilities (as cargo offers) at 
board of the International Coffee Agreement at a meeting | Philadelphia, Baltimore, Norfolk, Jackson- 
in Washington, D. C., on December 14,” calling for ‘‘a re- | ville and Houston. 
adjustment, if it be necessary, of the quota of the first | 
arene (October 1, 1960, to March 31, 1961 )» reducing | Bringing North and South America nearer each other. LLOYD 
it for all countries signatory up to ten per cent. BRASILEIRO makes the Good Neighbor « Close Neighbor. 
In an independent news item, the United States Depart- | 
ment of Commerce has stated that assuming a continuance | 
of the one per cent increase in coffee roasting reported for | NEW YORK NEW ORLEANS 
the first nine months of 1960 over the like period in 1959 | 17 Battery Place Queen & Crescent Bldg. 
and the current level of inventories, United States coffee | 
imports will meet the record 1959 high of three million 
pounds. 
































Spice consumption 
sets new records 


America’s spice appetite is at a record high, according | 
to the American Spice Association. Imports and domestic | 
production figures indicate a current consumption rate of | 
more than 173 million pounds annually, highest in U. S. | 
history. 

Spice usage has been on the increase since the end of | 
World War II. In 1946, U. S. consumption amounted | 
to 127,131,000 pounds. In the closing years of the ‘40's, | 
it averaged 133,175,000 pounds. In the next five years, 
the average annual rate jumped to 158,192,000 pounds, 
and in the past five years moved to 173,758,000 pounds. 

In 1959 (most recent figures available), the total stood at | 
184,650,000 pounds. A spot check of trade members indi- | 
cated that the trend continued in 1960. 

Food store sales have shown the greatest gain, according | i s 
to industry spokesmen. A recent survey of major spice com- t h fl t 
panies se a general sales eee of ee 300% | ecaliSe [ as more avor 0 give 
during the years 1949-'59. Pepper remains the most popu- | 


lar item by far, but there are newcomers in the top ranks. I 
Among these are the herbs oregano and parsley flakes, and 
the various dehydrated onion and garlic products. Cinna- Yu @ x 
; ‘ '@ 
mon, nutmeg, paprika, poultry seasoning and cloves have 
maintained their traditional popularity, and chili powder 

and celery salt have joined them. Among the other staples | 


on the modern home spice shelf, as shown by sales figures, S. A. SCHONBRUNN & CO., INC. 


are mixed pickling spice, bay leaves, dry mustard, red pepper, | Grand and Ruby Avenue * Palisades Park, N. J. 
allspice, ginger and pumpkin pie spice. New York Office: 106 Front St., N. Y. 5, N. Y. 
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New York News 


® 8 Fire completely destroyed the of- 
fices of H. S. Fromme and Co., at 66 
Front Street, on the morning of Decem- 
ber 17th. The fire, 
early hours of the morning, gutted the 
building. On the same day Fromme 
moved to temporary quarters at 26 Ful- 
ton Street, offices which had been pre- 
viously occupied by H. Mills Mooney & 
Sons. Fromme has tentative plans to 
move back to Front Street in the near 


discovered in the 


future, and at some later date to erect 
their own building in Queens or Brooklyn, 
according to a company spokesman 


® 8 The most exacting and all encom- 
vassing pcriod of research for the Ameri- 
Trade Association’s annual 
Food Writer's Reception and Dinner has 
just been concluded After a year of 
hard work, the tasting committee has 


can Spice 


worked out an Indian dinner menu for 
the “Night in India” event being held at 
New York's Hotel Astor, 


ASTA has also announced preliminary 


January 17 


details of their first Florida convention 
The event will be held at the Hollywood 
Jeach Hotel, April 23-26 


® 86 A new name has entered the coffee 
icture in New York The firm, Fart 

hitlock and Co., has been an established 
oncer sugar and cocoa track 
Located at 120 Wall Street, 


the company’s newly established coffee 


since 1920 


department is being managed by two well 
nown figures in the coffee trade, James 
Kellner and Edward Raab 
the company are members of the New 


Presently 
rk Coffee and Sugar Exchange, and 
application has been made for member- 
hip in the National Coffee Association, 
and the Green Coffee Association of 


N. ¥ 


® @ Latest Green Coffee Association of 
N. Y. bowling scores found Byrne Delay 
out in front with 33 games won, 12 lost. 
Ehrhard and Arnold Dorr, were in second 
and third places respectively. High team 
game (net) and high team series was 
taken by Woods; high individual game 
went to B. Delay 


® @ Charles L. Van Elst was named 
president and a director of Volkart 
Brothers, Inc., effective January 1. Van 
Elst had been vice president in charge of 
Volkart’s American operations, and of 
the New York offices 
a member of the National Coffee Associ- 


In addition he is 


ation’s finance committee 


@ 8 The sympathies of the coffee and 
tea fraternity were extended during the 
last month on the death of five promi- 
nent members of the trade 

H. Edward Lawrence, chairman of 
Cholwell & 


Co., a dean of the tea trade, died Jan- 


the board of George C. 
uary 3, at the age of 83. Lawrence 
joined the Cholwell organization as 
bookkeeper in 1904 
been founded as Hamilton and Chol- 
During World War II 
Allocation 
Supervisor in co-operation with the 
War Food Administration 


The company had 


well in 1876 


Lawrence served as Tea 


An award 
for outstanding service to the Ameri- 
can tea industry in 1943 was presented 
to Mr 
Tea Association of the U. S. in Janu- 
ary, 1944. He is 
daughter Mrs. Frances X 


Lawrence at a dinner of the 


survived by his 
Hunt, and 
five grandchildren 

Raymond H., Fischer died November 
30 at the age of 76. Fischer had been 
president of Greenwich Mills, Brook- 
lyn, Bi Xs 


upon his retirement five 


years ago. Fischer entered the coffee 
trade in 1908, as an apprentice in his 
father’s firm (forerunner of today’s 
Greenwich Mills). 

Michael P. Kedrovich, passed away 
on December 19, at the age of 53. He 
was Secretary of the Old Dutch Mus- 
tard Co., Inc., in Brooklyn, N. Y., and 
a member of the American Spice Trade 
Association’s Grinders and Processors 
Section, 

Walter B. Force, senior partner of 
W. S. Force and Co., New York, pass- 
ed away November 29, at the age of 
78. He had been a member of the firm 
for a period of more than fifty years. 

August Charles Poth, 69, died No- 
vember 23. Poth had been a member 
of the coffee trade since 1904, and a 
member of the firm of Steinwenger and 
Stoffregen, New York, which he joined 
in 1921. He was serving as vice presi- 
dent of the latter firm upon his retire- 


ment in 1950. 


San Francisco Briefs 

® ® Visiting California Street and the 
coffee trade from New York recently 
were Edwin R. Camilleri of C. A. 
Mackey & Co. who headquartered with 
the Fitzpatrick & Hoffman firm, and 
Hans Frankel of L. Neugass & Co. 


® 8 On the doctor’s list for December 
was Vic Howard of B. C. Ireland. We 
understand Vic is doing nicely after a 


major operation. 


@ ® Another coffeeman and his fami- 
ly who miraculously escaped fatal in- 
juries recently was Ernie Kahl of Ruf- 
fner McDowell & Burch. We under- 
stand Ernie’s automobile was run into 
head-on, leaving his family hospitalized 


and his wife in serious condition. 
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® @ In Central America during De- 
cember was Gene Heathcote of S. F. 
Pellas Co, who visited Costa Rica, El 
Salvador, Nicaragua and Gutemala. 


® ® Returning in December from an 
extended Mexican trip through the pro- 
ducing areas was Beck Rowe of E. A. 
Johnson & Co. Beck reports he visited 
the Plum, Tapachula and Oaxca areas. 


se Mrs. Ed. Wilson, and children, of 
El Salvador are visiting friends and 
relatives in San Francisco during the 
holiday season. Mrs. Wilson is well 
acquainted with the coffee circle having 
been with B. C. Ireland prior to her 
marriage. 


8 @ Otis McAllister & Co. held their 
annual Christmas Party for their em- 
ployees on December 16th. 


@ @ Peter Gavigan, California Com- 
modities Corp., and president of the 
Western Section of the American Spice 
Trade Association, reports a joint meet- 
ing of the northern and southern sec- 
tions is scheduled in San Francisco for 
February. No definite February date 
was set at the printing of this article. 


® @ John Dreyfous, J. Aron & Co., 
New Orleans, western representative in 
San Francisco, left in mid-December 
for Hong Kong to spend Christmas and 
the holidays with his parents. He plans 
to accompany them on their return to 
the United States around the first of 
the year. 


@ @ Bill Hughes, Haas Bros., made a 
southern jaunt during December to 
Brazil and Central America. 


@ @ The San Francisco Coffee Club’s 
Annual Christmas Party held at the 
Olympic Club’s Lakeside site in early 
December drew one of the largest 
crowds in its history. The occasion al- 
so marked the 25th anniversary for the 
club. 

Under the chairmanship of Warren 
Kludt, the club’s officers presented a 
program replica of “This Is Your Life” 
commemorating the 25th Anniversary. 
Vernon (Ralph Edwards) Aldrich, af- 
fluent Master of Ceremonies, more than 
adequately set the stage for the first 
board of officers, Joe Hooper, Edward 
Bransten, Jim DeArmond and Bill 
Morton, who flew up from Los Angeles 
to be with “the old gang”. Walter 
Granicher, also an officer, was unable 
to attend at the last minute. Master of 
Ceremonies, Vern, presented to each 
officer a caricature of themself after he 
had displayed a bit of devilment on 
them. Side comments reported the 
show was better than the original TV 
because the subjects and subject ma- 
terial for a coffeeman is always in- 
triguing. 

Due to the inclement weather prior 
to Tee-off about half of the usual 
golfers showed. None-the-less, Neil 
Hopping, who usually finds a place in 
the blind bogey winner’s circle, con- 
tinued his streak by copping the top 
award followed closely by Bob Quin- 


lan, Tom Duff, Ed Pattinson, Jim De- 
Armond and Fred Vance. Al golf 
scoring was rated on the Blind Bogey 
System introduced to us by Dutch Har- 
rison, new professional for the Olym- 
pic Club. Guest winner was Ross Mc- 
Intyre of Continental Can Co. 

Officers elected for the 1961 term 
were: President, Manny Rosen, MJB; 
Secretary/Treasurer, Bert Fulmer, B. 
C. Ireland; Directors, Warren Kludt, 
McCormick-Schilling; John Walsh, 
Anderson Clayton; Charles Cecil, Cali- 
fornia Commodities Corp. 


@ @ The Western States Tea Associa- 
tion’s gala Christmas Party was set 
for December 21st at San Francisco’s 
famous Goman’s Gay 90’s, Werner Le- 
wald announced. 


® & In line with its established policy 
of improving service between the Pa- 
cific Coast and West and East Coasts 
or South America, Westfal-Larsen & 
Co. A/S, Bergen, Norway, has an- 
nounced through its Pacific Coast 
agents, General Steamship Corp., Ltd., 
that the sew motorship Brimanger is 
on her maiden voyage to the Pacific 
Coast to enter the Wesfal-Larsen Line 
early in December. The Birmanger 
(which will replace the MS Sandanger) 
is the sixth new vessel to be placed in 
the Westfal-Larsen Line during the 
past five years. Other units in the 
trade are the motorships Hardanger, 
Nordanger, Evanger, Porsanger and 
Siranger, 
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@ 8 New member to the Pacific Coast 
Coffee Association is Dillingham In- 
vestment Corporation, dba Capt. Cook 
Coffee Co., Captain Cook, Hawaii 
8 8 Two gold medals recently award 
ed at the California State Fair were 
for Folger’s Instant Ccffee and Fol 
ger’s Ground Coffee. The medals were 
awarded on the basis that well over 90 
Consumer Reaction 
named Instant and 
Ground the leaders in coffee flavor and 
quality toth gold awards eloquently 
acknowledge the premium quality that 
has distinguished this firm for 
110 years and promoted it to the num 
ber one coffe throughout the 
West 
® 8 The newest in merchandising sell- 
offered California gro- 
cers by Hills Bros. is animated 
Arab. This trademark is now 
used extensively in leading grocery out- 
lets in conjunction with mass displays 
of Hills Bros offer of 5 cents Off- 
Label on 1-lb and 12 cents Off- 
label on 2-lb. cans of ground coffee 
8 @ New managerial changes at Schil- 
Dick Schade, former- 
Francisco Examiner, 
assistant to the gen- 
eral sales manager; Mr. Ben Green be- 
new training director 
and Mr. Mel Appling is regional man- 
ager of the created Denver 


per cent of the 


Council Folger’s 


pioneer 


position 


ing aids to be 
their 


being 


can 


lings brings Mr 
ly with the San 
as administrative 
comes the sales 
newly 


region 


® 8 James A 


Francisco's 


Folger ITI, head of San 
famed coffee clan, was 
named to the Redevelopment Agency 
by Mayor Christopher, in December 

heads the firm 
founded by his grandfather in 1850, was 
office on December 13, 
ratification of his appoint 
board of supervisors 


Folger, who now 
sworn into 
following 
ment by the 


CTr-Tek i 


Green Coffee NAxelel- bales a of New York 


New York 


National Coffes 


Folger, a Phi Beta Kappa at Yale 
where he graduated in 1922, learned 
the coffee business from, as it were 
the grounds up—starting as a clerk in 
the firm and becoming president 13 
years later, At the same time he em- 
barked on a career of public service 
which started when he and other young 
San Franciscans founded the Junior 
Chamber of Commerce in 1927. His 
fellow members elected him president 
in 1931 

He is now a director of the Chamber 
of Commerce, has served as a director 
of the Bureau of Governmental Re- 
search and for years has been a direc- 
tor and secretary of Californians, Inc., 
the trade and travel promotional agency 
for Northern California. 

Folger was one of the original mem- 
bers of the World Trade Commission 
which established the World Trade 
Center here, and one of the charter 
members of the Bay Area Council 

A leader in the coffee industry, Folger 
also is director of Wells Fargo-Ameri- 
can Trust, Western Pacific, Caterpillar 
Tractor, a regional vice president of 
the National Assn. of Manufacturers, 
and during World War II served as a 
vice chairman of the War Production 
Board 


Chicago Doings 


@ @ Supermarkets are 
from the red hot 
concentrate on Christmas and New Year's 
merchandising 


taking a_ break 
coffee wars here to 


Some chains and independents have 
been de-emphasizing hot prices and ad- 
vertising copy 

The holiday period is usually considered 
the top food sales time of the merchan- 
year 
chain 


dising 


One executive said that a rest 


New York Coffee & Suger Exchange 


Association of U 


Inc. 
City, Inc 


S. A 


from the fast pace of coffee promotions 
by food store retailers was another reason 
that his company has been giving less 
emphasis to price and promotions. 

The concept isn’t universal, however. 

Pick-N-Save, the seven unit indepen- 
dent chain which paved the way to 
making 99 cents for a two pound tin of 
coffee the standard promotional price, 
plugged away at this price in late pre- 
Christmas merchandising 

The chain was not alone. 

Scattered hot promotional prices even 
below this level were being used by in- 
dependent retailers across the Chicago 
metropolitan area. 

The Grocerland supermarket at 2801 N. 
Cicero Ave., consistently a hot price re- 
tail operation, was merchandising Max- 
well House coffee in the two pound can 
for 95 cents. 

Some independent and chain supermar- 
kets here were content to sell two 
pound sizes at $1.09, which is literally at 
cost price. 

Other supermarket operators preferred 
a little profit taking, selling two pound 
sizes for prices ranging from $1.15 to 
$1.29 per unit. 


@ @ Supermarket operators in the near 
future will be using cost control as the 
prime measurement of new packaging, 
de-emphasizing sales potential as a means 
of evaluation. 

This is the belief of Gardner Stern, Jr., 
operations director for the 12 unit Chi- 
cago supermarket chain, Hillman’s, Inc. 

Mr. Stern spelled out his reasoning this 
way to food and package manufacturers 
attending the one day National Food 
Packaging Symposium in the Congress 
hotel here. 

“Retailers see cost control, not increased 
sales, as the key to maintaining profit 
margins and this new emphasis has im- 
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portant implications for the packaging in- 
dustry,” Mr. Stern cautioned. 

Behind the shift in supermarket stan- 
dards, Mr. Stern believes, is the fact that 
the supermarket industry has reached 
“maturity” in terms of expansion and 
competition. 

As evidence of this “maturity,” Mr. 
Stern pointed out that there have been 
reductions in new store starts; the move 
into other merchandise lines which sup- 
posedly carry higher profit margins; the 
greater concentration of total volume in 
the hands of a few, large, professionally- 
managed corporate chains; the trend 
toward more elaborate and costly stores, 
and a downtrend of inventory turns. 

Because supermarkets are becoming 
more interested in palletized shipments to 
stores, Mr. Stern said that standardiza- 
tion of cases and uniform case sizes are 
a must for palletization. 

He had some other tips for manufac- 
turers in terms of helping retailers. 

In shipper packaging of spices, and 
other items which are sent to stores in 
less than shipper units, openings could 
be put on the top of cartons. 

This would facilitate price marking 
of these items at the warehouse. 

Tray pack has been imminently suc- 
cessful in reducing store level costs, Mr. 
Stern noted. 

Tray pack is a system of trimming all 
but 1 1/4 inch high lips from shipper 
cartons so that one layer of product can 
be moved altogether onto store shelves 
at one time. 

The lip can be used for manufacture 
point-of-sale advertising when the 
trimmed case is put on the store shelf, 
Mr. Stern said. 

He had some suggestions for manufac- 
turers who wanted to shift into tray 
package shipper cartons. 

Put the product or brand name clearly 
on the carton lip. Top-of-case printing 
should be upside down, so that it can 
be trimmed, lifted off, inverted and 
used for tray pack display. Package 
staples should not be within two inches 
of any shipper corner. Lips should be 
printed in color f maximum dispiay ef- 
fectiveness. White price spots should be 
located on all four sides of top and bot- 
tom lips. Cutter-damage-prone goods 
should be packaged in tear tape cartons. 

Electronic data processing _ studies, 
which Hillman’s has run to pinpoint the 
profitability of carrying inventory, back 
up Mr. Stern’s position that increasing 
new product items are resulting in tighter 
store space and quicker death of old and 
new products. 

An item which does $10,000 a year in 
volume costs 1.82 percent of sales to 
handle. One which yields a $1,000 annual 
volume costs 5.9 percent of sales, ac- 
cording to the Hillman’s studies, Mr. 
Stern said. 


® # Continental Coffee Company is 
marketing a new automatic electric timer 
for electric coffee urns, which the com- 
pany claims can save restaurants $50 
annually in electric bills. 


Attached to urns, the timers automatic- 
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ally turn heat on or off at any pre-deter- 
mined time. 

Continental claims labor cost is cut 
with use of the timer, since there is no 
need for an operator to come in early to 
start the urn heating. 

Timers can be attached to 110 or 230 
volt lines. 


@ @ Stanley Owens was named to the 
new post of vice president, finance for 
Continental Coffee Co. 

He has been Continental comptroller 
since 1939 and secretary to the company 
since 1953. 

Prior to joining Continental, Mr. 
Owens was with Mesirow and Company, 
investment counseling firm. 


Continental, which claims to be the 
nation’s largest exclusive coffee purveyor 
to restaurants, hotels, institutions and 
the vending industry, also manufacturers 
and distributes a full line of grocery 
products and brewing equipment. 

The Chicago headquartered firm has 
plants in Brooklyn, Toledo, Seattle, Den- 
ver, and Los Angeles. 


@ @ Jewel Tea Co. coupled sale of a 
West Bend automatic coffee maker with 
a free one pound can of its Royal Jewel 
coffee to plug the new metal package for 
the Royal Jewel private label brand. 

As noted in COFFEE AND TEA 
INDUSTRIES November issue, the me- 
dium sized midwestern food chain con- 
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egional Sail Votes 
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verted to tin packed coffee from whole 
bean coffee packaged in paper bags 
The new tin holds pre-ground coffee 
Jewel customers custom 
bean coffee as desired 


Previously, 
ground the 

Jewel promotional material plugged the 
coffee maker's features of making from 
five to nine cups; being fully automatic, 
with no dials, switches or knobs; having 
and temperature controls, 

handle and base on the 


exclusive time 
plus cool plasty 
unit 
The conditional sales offer was made 
of purchases of $5 in the Jewel super- 
markets. Price of the coffee maker was 
$5.99 

Ad copy also 
lator unit would make a fine 
mitt 
® ® John 
quartered green coffe 

Coffee Co., was 

second consecutive two year term as a 
director to the Green Coffee Association 

Mr. Heuman joined Continental in 
1954, after five years with the A. C 
Israel Commodity Co., Inc., New York 
City 


noted that the perco 
Christmas 


New York 
buyer for Conti 
elected to his 


Heuman, head- 


nental 


Monroe, Mich. furniture store 
introduced free coffee to relax 
lriving to the store on th 
heavily trafficked Detroit-Toledo 


ee \ 
recently 
customers 
high 
way 

Management of Floral City Furniture 
Co. regards the measure as encouraging 
customer attitudes with a re- 
laxing cup of coffee after bucking traf 
fic on the busy highway 


Nestle Company has 
truckload of Manhattan 
coffee from the firm's 
plant to the St. Louis market 


receptive 


ee li 


its first 


shipped 
brand 
instant Granite 
City, I] 
inv arca 

The Manhattan Company, St 
Unilac, 
hemi- 


Cottce 
Louis, was purchased recently by 
Inc., Stamford, Conn., western 


sphere holding company of the inter- 
national Nesth 

Che special Manhattan 
blend was developed by 


M wnhat 


@ ® lInterstat 


group 

instant cottee 
Nestle for the 
tan trade in Ilinois and Missouri 


Vending Company, Chi 
losing acquisition 


1s negotiations 
four New Hartford, Conn 


head 





quartered vending firms and two indus- 
trial food service companies 

Interstate president Ronald Wolff said 
his company has agreed to pay $2 1/2 
million, plus an additional amount up to 
$500,000 based on earnings in 1961 and 
1962 for the four vending companies. 

These companies included Vendaway, 
Inc.; New England Vendaway Corp.; 
Vendaway Corp. and Vendaway Associ- 
ates, Inc 

Acquisition of the two food service 
companies, Food-Crafts, Inc. and Food- 
Crafts Associates, Inc., will be made by 
an exchange of 100,840 shares of Inter- 
state $1 par value common stock for all 
Food-Crafts stock, Mr, Wolff said 

Leon H. Savage, president of the four 
companies, will continue as chief execu- 
tive of the acquired firm, according to 
Mr. Wolff 

Combined 
is $7,378,984 
017 

Interstate principally 
trial plants with a variety of 
through vending machines and also man- 
ufactures for its exclusive use a line of 
coffee, tea, soda and other vending ma- 


sales of the six companies 
Net earnings totaled $355,- 


indus- 
pre ducts 


services 


chines 

The 10 year old Food-Crafts Companies 
are in industrial food service, primarily 
in New England. The five year old 
Vendaway companies were developed by 
management for industrial 
food service ac- 


Food-Crafts 
vending and automated 
tivities 

® 8 Continental Coffee Company has 
expanded research and de- 
velopment facilities. The new unit is 
3,200 square feet in area. It has four 
separate laboratories and an expanded test 
kitchen 

® 8 Superior Tea and Coffee Company, 
Indian- 


opened its 


Chicago, has made its second 
apolis, Ind. acquisition this year 
Superior has acquired Hoosier Coffee 
for an undisclosed price 
Early this summer, Superior acquired 
the Robbins Coffee Co., Indianapolis 
That purchase was made through Su- 
perior’s Dayton Spice Mills, 
Dayton, O 
@® 8 A secondary public stock offering 
of 100,000 shares of Cook Coffee Com- 


( ompany 


subsidiary, 


pany was sold out the day it was offered 
to underwriters, 

Cook, parent company of the Cleveland, 
O. based Pick-N-Pay supermarkets, was 
offering the shares at $18.25 each, a total 
sale of $1,825,000. 

Sale proceeds will go to three selling 
shareholders, Jack R. Aron, J. Aron and 
J. Aron Charitable Foundation. All are 
in New York City. 
= 8 A new line of epicure spices pack- 
aged in apothecary type glass jars is be- 
ing marketed by Tone Brothers, Des 
Moines, la. 

A total of 36 spices is included in the 
line. A self-service wire rack shelf dis- 
penser is offered with the line. As each 
spice bottle is picked from the rack, a 
replacement automatically slips into place 
@ @ Jewel Tea Co. has expanded into 
the drug store field with its acquisition 
of Osco Drug Co., a 28 unit midwestern 
drug store chain. 

The purchase, made by stock exchange, 
cost the chain the equivalent of $13.5 mil- 
lion in stock. 

Osco has stores in six medwestern 
states, Illinois, Indiana, Iowa, Wiscon- 
sin, Minnesota and North Dakota. It’s 
stores are self-service units. 

Jewel operates 285 supermarkets in 
four midwestern states. 

Sales of Jewel Tea Co. for the four 
weeks ended December 3 were $38,309,- 
113, up 4.3 percent from the 1959 four 
week period sales of $36,720,670. 

“Sales for the 48 weeks ended Decem- 
ber 3 totaled $432,576,882, a gain of 1.9 
percent over 1959 figures of $424,418,850. 
s 8 National Tea Company sales for the 
four weeks ended December 3 were $69,- 
516,102, nearly five percent higher than 
a year ago. This is a gain of $3,191,665 
over 1959 figures. 

Consolidated sales for the 48 weeks 
ended December 3 totaled a record $784.- 
174,069, a rise of 2.7 percent from the 
$763,505,843 from a year ago for the 
comparable weeks. 

There were 904 National Tea 
markets in operation at period’s end, as 
compared with 914 a year ago. This year, 
the: company has opened 53 new super- 
markets and closed out 59 outmoded 
stores 


super- 
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E. A. 


BRAZILS « 
COFFEES 





COLOMBIANS « 


JOHNSON & CO. 


COFFEE IMPORTERS AND AGENTS 

CENTRAL AMERICANS 
166 California Street 

San Francisco 11, Calif. 




















& TEA 


INDUSTRIES 


and The Flavor Field 

















210 California Street 
DOuglas 2-1474 


FITZPATRICK & HOFFMAN, INC. 
GREEN COFFEE 


BRO 


San Francisco 








C. H. D'ANTONIO & CO. 


KERS 
110 Board of Trade Building, New Orleans, La. 


Coffee 
® AGENTS 














New Orleans Notes 


@ @ The Green Coffee Association of 
New Orleans held its annual election here 
December 20, and re-elected Murray M. 
Squires, Anderson Clayton, as president. 
Other officers re-elected are: James S. 
Levy, J. Aron and Co., Inc., Ist vice- 
president; Louis J. Castaing, Leon Israel 
and Bros., Inc., 2nd vice-president; Phil 
G. Ricks II, Adolph C. Ricks and Com- 
pany, 3rd vice-president; and John J. 
Cummings, Jr., Hanemann and Cum- 
mings, treasurer. Directors elected are 
Earl P. Bartlett, Sr., American Coffee 
Company; William J. Ganucheau, Jr., F. 
D. Wilcox Co., Inc.; Trion T. Harris, 
Byrne, Delay and Company; Glendy J. 
Munson, Ir., Lafaye and Arnaud; Wilmer 
T. Von Gohren; and Fred R. White, 
St-wart, Carnal and Company 


ss F. Evans Farwell has been elected 
assistant chairman of the board of Mis- 
sissippi Shipping Co., Inc., according to 
Capt. John W. Clark, president. Mr. 
Farwell has been a member of the board 
of directors for a number of years . 


@ @ The International House here mark- 
ed its fifteenth year and the results of 
an extensive remodeling program with 
rededication ceremonies in November. 
Most of the coffee trade are members of 
International House and attended the 
festivities which began with open house 
for members and their families and a 


Scandinavian smorgasbord buffet. The 


$350,000 improvement program was evi- 
dent in a new exterior, and a relocated, 
enlarged library, a new main dining room, 
a relocated bar and lounge on the main 
floor, construction of a new kitchen and 
bar on the third floor, redecorated ele- 
vators, a new elevator and entrance. The 
highlight of the rededication was the 
presentation of the Thomas F. Cunning- 
ham award for 1959 to J. Peter Grace, 


president of W. R. Grace and Company. 
The consular corps of New Orleans 
honored the executive committee of In- 
ternational House at luncheon where sev- 
eral governors who participated in the 
governors’ trip to Argentina and Brazil 
took in the program. 


# @ The SS Del Oro, newest freighter 
in the Delta Line was launched at Avon- 
dale Shipyards this month. Five hundred 
guests attended the launching of the 
8600-ton vessel built for the Mississippi 
Shipping Company. Congressman Hale 
Boggs addressed the group and was in- 
troduced by George Westfeldt, Sr., West- 
feldt Brothers, chairman of the board of 
Mississippi Shipping Company, who said 
he was confident the young leadership in 
Congress and the White House is aware 
of the importance of a strong U, S. Mer- 
chant Marine. 


ee E. P. Bartlett, Jr., and L. W. Snow, 
Sales Manager of the American Coffee 
Company, attended the National Food 
Brokers Convention in Chicago recently. 


@ 8 Cabled information received here 
from Manila indicate that the new $10 
million cargoliner, John Lykes, has set 
a new trans-Pacific record by arriving in 
the Philippines 26 days after sailing from 
New Orleans on November 3. The John 
Lykes, owned and operated by Lykes 
Bros. Steamship Co., Inc., cut two full 
days off the record previously held by 
another Lykes ship, the S.S. Zoella Lykes, 
established in early October of this year. 
The fourth new ship to be completed in 
Lykes Lines’ half billion ship replacement 
program, the S. S. John Lykes was con- 
structed by Ingalls Shipbuilding Corpor- 
ation of Pascagoula, Miss., and entered 
service in August. The arrival in Manila 
marked the second voyage of the vessel 
since its completion, the Maiden voyage 
being made to North Atlantic ports. 


8 ® George Griswold, vice-president and 
general manager of the Gulf and South 
American Steamship Company, was elec- 
ted president of the New Orleans Steam- 
ship Association at the annual meeting 
here. He succeeds Frank G, Strachan, 
vice-president of the Strachan Steamship 
Company. Also elected for one-year 
terms were Edward Sporl, Jr., Manager, 
Southern Division United Fruit, vice- 
president; Alfred LeBlanc, president L. 
Parr, Inc., treasurer; James P. Blaisdell, 
vice-president and director of labor re- 
lations; Sam Giallanza, executive secre- 
tary; and Winifred A. Flettrich, assistant 
secretary. 


@ @ December’s bowling scores as re- 
ported by the Green Coffee Bowling 
League secretary, Rodney Abele, Leon 
Israel and Bros., Inc., show the teams’ 
standing: S. Jackson and:Son; Aron No. 
1; Volkart Bros.; Buckley and Forstall; 
Leon Israel and Bros., Inc.; Delta Line; 
Kentucky Warehouse; Westfeldt Bros. ; 
Dupuy Storage and Forwarding Corp.; 
Aron No. 2; and Biehl and Co., in that 
order. First high team, 3-games, Buck- 
ley and Forstall, 2520; 2nd high team 
3-games, Leon Israel and Bros., Inc., 
2426; Dupuy Storage and Forwarding 
Corp., 3rd high Team, 3-games, 2400. 
First high individual, 3-games was L. E. 
Dittmer; Delta Line, 624; second high 
individual, 3-games, Tom Buckley, 596; 
third high individual, 3-games, I. C. April, 
Dupuy, 586. Buckley and Forstall was 
ist high team game with 916; Dupuy 
was 2nd high team game, 869; with Aron 
No. 2 and Leon Israel tying for 3rd high 
team with 858. Tom Buckley bowled 235 
to take 1st high individual game; I. C. 
April took 2nd high individual game, 
221; L. Seeger, Biehl and Company; 
L. E. Dittmer; and Jack Taylor, Aron 
No. 1; tied for 3rd high individual game 
at 212. 
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A SUMMARY OF INWARD -BOUND SCHEDULES ON THE COFFEE AND TEA BERTHS 


ABBREVIATIONS FOR LINES 


Ahi Trans Car—Ahimann Trans Caribbean Line 


Alcoa—Alcoa Steamship Co. 
Af-Pac—African Pacific Line 
Am-Exp—American Export Lines 
Am-Pres—American President Lines 
Am-Rep—American Republics Line 
Am-W Afr—American-West African Line 
B-Afr—Belgian African Line 
Barb-Wn—Barber Wilhelmsen Line 
Barb-Frn—Barber-Fern Line 

Barb-W Afr—Barber-West African Line 
Baron—Baron lino Line 

BI-Dia—Black Diamond Steamship Co. 
Bl-Star—-Black Star Line Ltd. 
Brodin—Brodin Line 

Carib—Caribbean Central American Line 
Col—Columbus Line 
Coldemar—Coldemer Line 
Cubamex—Cubamex Line 
Cunard—Brocklebanks’ Cunard Service 
Daido—Daido Line 

Delta—Delta Line 

Dodero—Dodero Lines 

Eld-Dem—Elder Dempster Lines 
Ell-Buck—Ellerman & Bucknell $.S. Co. 
Farrell—Farrel! Lines 

Grace—Grace Line 
Granco—Grancolombiana (New York), Inc. 


Gulf—Gulf & South American Steamship Co., Inc 


GWA—Gulf West Africa Line 
Hellenic—Hellenic Lines Ltd. 


Hansa—Hansa Line 

Hoegh—Hoegh Lines 

Hol- 609 he Line 
Independence—!ndependence Line 
Isthmian—Isthmian Lines, Inc. 
JavPac—Java Pacific Line 

K Line—Kawasaki Kisen Kaisha, Ltd. 
Lawes—Lawes Shipping Co., Inc. 
Lloyd—Lioyd Brasileiro 

Lykes—Lykes Lines 

Maersk—Maersk Line 
Mam—Mamenic Line 
Nedlloyd—Nedlloyd Line 
Nopal—Northern Pan-American Line 
Norton—Norton Line 
O-M-E—Orient Mid-East Lines 
PacFar—Pacific Far East Line, Inc. 
Pac-Rep—Pacific Republics Line 
PacTrans—Pacific Transport Lines, Inc. 
Pioneer—American Pioneer Line 
PTL—Pacific Transport Lines, Inc. 
R Neth—Roya!l Netherland Steamship Co. 
Robin—Robin Line 


Scindia—Scindia Steam Navigation Co., Ltd. 


SCross—Southern Cross Line 
Sev-Stars—Seven Stars (Africa) Line 
Swed-Am—Swedish American Line 
Torm—Torm Lines 

UFruit—United Fruit Co. 
Wes-Lar—Westfal Larsen Co. Line 
Yamashita—Yamashita Line 


ABBREVIATIONS FOR PORTS 


At—Atlantic ports 
Ba—Baltimore 
Bo—Boston 
CC—Corpus Christi 
Ch—Chicago 
Chsn—Charleston 
Cl—Cleveland 
De—Detroit 
Ga—Galveston 
Gf—Gulf Ports 
Ha—Halifax 
Ho—Houston 
HR—Hampton Roads 
Jx—Jacksonville 
LA—Los Angeles 
Mo—Mobile 
Mli—Mortreal 
NO—New Orleans 
NY—New York 
NN—Newport News 
Nf—Norfolk 
Pa—Philadelphia 
Po—Portland 
PS—Puget Sound 
Sa—Savannah 
$D—San Diego 
SF—San Francisco 
Se—Seattle 

St Jo—Saint John 
Ta—Tacoma 
Va—Vancouver 


Ports and dates are subject to change, should exigencies require. Moreover, lines may schedule sailings not shown in this schedule. 





More African coffee than ever is being imported by 

the U. S. And more of it, too, is being carried by Farrell 
Liners—pioneer in the development of American- 
African trade. The Farrell fleet, boasting 14 fast liners, 
is uniquely experienced to handle coffee cargo— 

from its special loading and stowing 

system, to scientific ventilation and control, 

to frequent at-sea inspection. In the increasing 
two-way American-African trade, 

cargo on the go goes Farrell—the 

only regularly-scheduled line 

linking America with all three 


African ocean coasts. waned 


EnSSR TSN SEES 
A major fleet under the American 
Flag, developing African trade 
exclusively for over 35 years. 


*African coffee imports by the U. S. 
amounted to $120 million in 1959— 
as compared to only $9 million in 1948. 


COFFEE & TEA INDUSTRIES and The Flavor Field 








LATIN AMERICA 





BRAZIL 


Angra dos Reis 


1/12 Del Oro Deita NO1/30 Ho2/3 

1/13 —s Morniachawk Am-Rep Jxl1/30 NY2/3 Po2/6 Pa2/8 Ba2/9 

1/15 Mormacyork Am- Rep NY1/31 Bo2/3 Pa2/5 Ba2/7 

1/16 —Itajai Brodin Bal/31 Nfl/31 NY2/2 Pa2/4 Bo2/6 StJo2/8 

1/19 Mormactide Am-Rep Nf2/3 Ba2/4 Pa2/6 NY2/7 Bo2/10 Ha2/11 

1/22‘ Para Nopal NO2/5 Ho2/8 

1/31 ~—— Express Nopal N02/14 Ho2/17 

2/5 Nyland Brodin Ba2/20 Nf2/20 NY2/22 Pa2/25 Bo2/27 
StJo3/1 

2/9 Del Mundo Delta N02/27 Ho3/3 

2/12 ~=—~Progress Nopal N02/26 Ho3/1 

2/23 ~—Del:~Viento Delta N03/14 Ho3/18 

3/2 Del Campo Delta NO3/20 Ho3/24 

3/16 Del Aires Delta N04/4 Ho04/7 


Paranagua 


1/10 = America Lloyd NO1/28 Ho2/3 

1/11 Cap Bonavista Col NY1/30 Bo2/1 Pa2/3 Ba2/4 

1/11 = Mormacisle Pac-Rep LA2/7 SF2/10 Va2/20 Se2/21 Po2/23 
1/12  Itajai Brodin Bal/31 Nfl/31 NY2/2 Pa2/4 Bo2/6 StJo2/8 
1/12 Mormacyork Am- Rep NY1/31 Bo2/3 Pa2/5 Ba2/7 

1/15 Mormactide Am-Rep Nf2/3 Ba2/4 Pa2/6 NY2/7 Bo2/10 Ha2/11 
1/16 —Del Mar Delta NO2/1 Ho2/8 

1/16 = Marian Maria BI-Dia NY2/6 Bo2/8 Ba2/1l Pa2/12 

1/17 — Canada Lloyd NY2/7 

1/19 Para Nopal NO2/5 Ho2/8 

1/25 Mormacdawn Pac-Rep LA2/21 SF2/24 Va3/6 Se3/7 P03/9 


Argentina 
Uruguai 
Cap Frio 
Express 
Del Norte 
Nyland 


Del Mundo 
Haiti 
Progress 
Del Sud 
Cuba 

Dei Viento 
Dei Campo 
Bolivia 
Del Mar 
Del Aires 


de Janeiro 


Chile 

Brasil 

Dei Oro 
Mormachawk 
America 
Mormacyork 
Cap Bonavista 
Itajai 

Del Mar 
Mormactide 
Burg Sparrenburg 
Mormacdawn 
Canada 

Para 
Argentina 


ship sailings 


NO2/12 Ho2/17 

NY2/16 

NY2/14 Bo2/16 StJo2/18 Pa2/20 Ba2/22 

N02/14 Ho2/17 

N02/15 Ho2/22 

Nf2/20 Ba2/20 NY2/22 Pa2/25 Bo2/27 
StJo3/1 

N02/27 Ho3/3 

NY2/27 

NO2/26 Ho3/1 

N0O3/1 Ho3/8 

NY3/9 

NO3/14 Ho3/18 

N03/20 Ho03/24 

NY3/19 

NY3/22 H03/29 

NO4/4 Ho4/7 


NY1/27 

NY1/23 

N0O1/30 Ho2/3 

Jx1/30 NY2/3 Bo2/6 Pa2/8 Ba2/9 Nf2/10 
NO1/28 Ho2/3 

NY1/31 Bo2/3 Pa2/5 Ba2/7 

NY1/30 Bo2/1 Pa2/3 Ba2/4 

Bal/31 Nfl/31 NY2/2 Pa2/4 Bo2/6 StJo2/8 
NO2/1 Ho2/8 

Nf2/3 Ba2/4 Pa2/6 NY2/7 Bo2/10 
NY2/4 Bo2/8 StJo2/9 Pa2/12 Ba2/14 
LA2/21 SF2/24 Va3/6 Se2/7 P03/9 
NY2/7 

NO2/5 Ho2/8 

NO2/12 402/17 





R LIORPAN 


THE NORTHERN PAN-AMERICA LINE A/S 


Serving The 


BRAZIL/U.S. GULF COFFEE TRADE 


With modern, large 18 knot vessels making 3 monthly sailings 
from Brazilian coffee ports to New Orleans and Houston. 


General Agents 
Oivind Lorentzen, Inc. 
New York 6, N. Y. 


JANUARY, 1961 











ship sailings 





Rio de Janeiro (Continued) 
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Uruguai 
Cap Frio 
Express 
Del Norte 
Nyland 


Erich Schroeder 
Del Mundo 
Haiti 
Progress 
Del Sud 
Bow Santos 
Cuba 

Del Viento 
Del Campo 
Bolivia 

Dei Mar 
Del Aires 


Del Oro 
America 
Mormachawk 
Brasil 

Cap Bonavista 
Mormacyork 
Marian Maria 
itajai 

Burg Sparrenburg 
Mormactide 
Del Mar 
Canada 

Para 
Mormacdawn 
Argentina 
Urugua: 

Cap Frio 
Express 

Del Norte 
Nyland 


Erich Schroeder 
Del Mundo 
Haiti 
Progress 
Del Sud 
Bow Santos 
Cuba 

Dei Viento 
Bolivia 

Del Campo 
Dei Mar 
Del Mar 


Lloyd 
Col 
Nopal 
Deita 
Brodin 


Col 

Delta 
Lioyd 
Nopal 
Delta 
Col 

Lloyd 
Delta 
Delta 
Lloyd 
Deita 
Delta 


Brodin 


Col 

Delta 
Lloyd 
Nopal 
Delta 
Col 

Lioyd 
Delta 
Lioyd 
Delta 
Delta 
Delta 


Victoria 


NY2/16 

NY2/14 Bo2/16 StJo2/18 Pa2/20 Ba2/22 

NO2/14 Ho2/17 

N02/15 Ho2/22 

Ba2/20 Nf2/20 NY2/22 Pa2/25 Bo2/27 
StJo3/1 

NY2/22 Bo2/24 Pa2/26 Ba2/28 

NO2/27 Ho3/3 

NY2/27 

N02/26 Ho3/1 

NO3/1 Ho3/8 

NY3/5 Bo3/8 Pa3/10 Ba3/11 


Del Oro NO1/30 Ho2/3 
America NO1/28 Ho2/3 
Para NO2/5 Ho2/8 

Argentira NO2/12 Ho2/17 
Express NO2/14 Ho2/17 
Dei Mundo N02/27 Ho3/3 
Progress NO2/?* Ho3/1 
De! Viento NO3 4 Ho3/18 
Dei Campo NO3/. 0 Ho3/24 
Del Aires N04/4 Ho4/7 


NY3/9 COLOMBIA 


NO3/14 Ho3/18 


NO3/20 Ho3/24 Buenaventura 


NY3/19 
NY3/23 Ho03/29 
NO4/4 Ho4/7 


1/ll 
1/11 
1/13 
1/13 
1/14 
N01/30 Ho2/3 1/20 
NO1/28 Ho2/3 1/17 
Jx1/30 NY2/3 Bo2/6 Pa2/8 Ba2/9 Nf2/10 1/20 
NY1/23 1/24 
NY1/30 Bo2/1 Pa2/3 Ba2/4 1/28 
NY1/31 Bo2/3 Pa2/5 Ba2/7 


Santa Maria Grace NY1/18 

Santa Flavia Grace LA1/24 SF1/27 Po2/2 Se2/5 
Cd de Pereiro Granco Bal/19 Pal/20 NY1/22 

Cali Coldemar Jx1/20 NY1/24 

Cd de Guayaquil Granco Hol/22 NO1/28 

Erna Witt Coldemar dx1/27 NY1/31 

Merchant Gulf Hol/25 NO1/30 

Manuel Mejia Granco Bal/26 Pal/27 NY1/29 

Cd de Cali Granco Ho2/1 NO2/7 

Trader Gulf Ho2/5 N02/10 


Bo2/8 Ba2/11 Pa2/12 
CUBA 


Bal/13 Nfl/31 NY2/2 Pa2/4 Bo2/6 StJo2/8 
NY2/4 Bo2/8 StJo2/9 Pa2/12 Ba2/14 


Nf2/3 Ba2/4 Pa2/6 NY2/7 Bo2/10 Ha2/1l Havana 


NO2/1 Ho2/8 

NY2/16 

NO2/5 Ho2/8 

LA2/21 SF2/24 Va3/6 Se3/7 P03/9 
NO2/12 Ho2/17 


Magdalena Reith Cubamex NY1/16 
Luciana Cubamex NY1/30 
Magdalena Reith Cubamex NY2/13 


oweree GUATEMALA 


NY2/14 Bo2/16 StJo2/18 Pa2/20 Ba2/22 


NO2/14 Ho2/17 P+. Barrios 


NO2/15 Ho2/22 
Ba2/20 Nf2/20 NY2/22 Pa2/25 Bo2/27 1/10 
StJo3/1 1/15 
NY2/22 Bo2/24 Pa2/26 Ba2/28 1/17 
NO2/27 Ho3/3 1/22 
NY2/27 1/22 
NO2/26 Ho3/1 1/29 
N03/1 1/29 
NY3/S5 Bo3/8 Pa3/10 Ba3/11 2/5 
NY3/9 2/7 
NY3/14 Ho3/18 2/12 
NY3/19 2/12 
N03/20 Ho3/24 2/19 
N03/22 Ho03/29 
NO04/4 Ho4/7 2/26 


Kar! Christian Carib NY1/19 
Christiane UFruit Hol/20 NO1/22 
Zephyr UF ruit NY1/25 

Leith Hill UF ruit Hol/27 NO1/29 
Arctic Tern UF ruit NY1/30 

Box Hill UF ruit Ho2/3 NO2/5 
Arctic Gull UF mit NY2/6 
Christiane UF rit Ho2/10 N02/12 
Zephyr UF ruit NY2/15 

Arctic Tern UF ruit NY2/20 

Leith Hill UF ruit Ho2/17 N02/19 
Arctic Gull UF ruit NY2/27 

Box Hill UF ruit Ho2/24 N02/26 
Christiane UF ruit Ho3/3 N0O3/5 


Maersk Line Provides the only Service from 


West Africa 


Monthly 

sailings from 
MATADI 
DOUALA 
ABIDJAN 
MONROVIA 
FREETOWN 


via modern cargo liners 


Ship your cargo via 
THE BLUE LINERS — 
MAERSK LINERS® 


to both U.S. Atlantic and Pacific Ports 


MOLLER STEAMSHIP COMPANY, INC. 


General Agents 
30 Broad Street, New York 4, N. Y.* HAnover 2-1500 


West African Agents 
MATADI: Agetrof, S. C. A. R. L., 3 rue de Vivi, P.O. Box 36, Matadi, 
Belgian Congo. , 
DOUALA: Societe Novale Deimos Vieljeux, P.O. Box 263, Dovale, 
Cameroons. 
ABIDJAN: Societe Navale Delmas Vieljeux, 17, Avenue Louis Barthe, 
P.O. Box 1281, Abidjan, ivory Coast. 
MONROVIA: Liberia Trading Corp., P.O. Box 125, Monrovia, Liberia. 
FREETOWN: Scondinavion Shipping Agencies Limited, 9 Gloucester St., 
P.O. Box 130, Freetown, Sierra Leone. 
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HONDURAS 


Belize 
1/12 Karl Christiane Carib NY1/19 


Pt. Cortes 


1/10 = Arctic Gull UFruit NY1/16 

1/12 Christiane UF ruit Hol/20 NO1/22 

1/15 = Zephyr UF ruit NY1/25 

1/19 Leith Hill UFruit Hol/27 NO1/29 

1/24 Arctic Tern UFruit NY1/30 , 

he ae 120 WALL STREET 220 FRONT STREET, 

2/2 Christiane UFruit Ho2/10 NO2/12 YORK, ps peg 8 SCO, ‘ 
1 


2/5 Zephyr UFruit NY2/15 
2/9 — Leith Hill UFruit Ho2/17 N02/19 NEW ORLEANS, LA. 


2/14 Arctic Tern UFruit _NY2/20 ANDERSON, CLAYTON & CIA., Ltda. 


2/16 Box Hill UF ruit Ho2/24 N02/26 

2/21 Arctic Gull UF ruit NY2/27 Coffee Exporters 
—. —— SANTOS ® PARANAGUA ¢@ RIO DE JANEIRO 
ANGRA DOS REIS ® VICTORIA 


La Libertad 
e 


1/10 Majorka Mam NY1/30 | 
2/2 — Choluteca UFruit N02/12 J. A. MEDINA COMPANY 


La Union Division of Anderson, Clayton & Co., Ine. 
: Coffee Importers 

1/12. = Majorka NY1/30 ; 
2/1 Choluteca NO2/12 New YorK 

Mexico @ GUATEMALA @ EL SALVADOR 
MEXICO 

@ 

Agents in U.S.A., and Canada for 
1/20 Luciana Cubamex NY1/30 A. ARISTIZABAL & CIA., Ltda. 


1/21 = Rydbohoilm Granco NY1/31 Ha2/8 StJo2/10 | Coffee Exporters 
2/3 Magdalena Reith Cubamex NY2/13 Catt, COLOMBIA 


2/17 Luciana Cubamex NY2/27 
3/3 Magdalena Reith Cubamex NY3/13 ANDERSON, CLAYTON & CO., S.A. 
Coffee Exporters 


Vera Cruz Lima, Peru 


1/18 Rydboholm Granco NY1/31 Ha2/8 StJo2/10 
1/19 Luciana Cubamex NY1/30 
2/2 Magdalena Reith Cubamex NY2/13 
2/16 ~~ Luciana Cubamex NY2/27 
3/2 Magdalena Reith Cubamex NY3/13 FOR 


AFRICA FAST DEPENDABLE DELIVERY - 


planus . «+ of your mild coffees 
Lobito to United States markets... rely on 


1/14 _—— Lukuga NY2/5 
apes pee UNITED FRUIT 
Luanda ; 


Afr Pilgrim Farrell NY2/16 COMPAN Y @ 


Tampico 


Lukuga B-Afr NY2/5 


Dei Alba Deita NO2/15 

Afr Glen Farrel! NY3/2 ie . Q e 
Lindi B-Afr NY2/19 pamship QwtCe, 
Jessie Guiwa Nopal N03/6 


Del Santos De't. N03/9 ene 
— ; Regular Sailings between Q 


Branco Nopal N03/31 
GUATEMALA * NICARAGUA 


De! Valle Delta N04/6 
BELGIAN CONGO 

EL SALVADOR ¢ COSTA RICA + HONDURAS 
and 


Matadi 
indi Beaty NYAS |i] NEWYORK © NEW ORLEANS + HOUSTON 








Afr Pilgrim Farrel! NY2/16 
Lindi B-Afr NY2/19 
Jessie Gulwa Nopal N03/6 
Afr Glen Farre!l NY3/2 
Del Santos Delta N03/9 


Branco Nopal N03/31 
Del Valle Delta N04/6 


CH CAMEROUNS 
Douala 


1/12 = Jessie Guiwa Nopa! N03/6 
1/24 —Daloa Bi- Dia NY2/18 
2/19 Branco Nopal N0O3/31 


JANUARY 1961 








WEST AFRICA? FRENCH SOMALILAND 


Experienced Coffee Djibouti 


Importers Ship by 2/7 Excelsior Am-Exp Bo3/3 NY3/5 Pa3/8 HR3/19 Chsn3/13 
Ba3/17 


2/15 Lawak JavPac NY2/27 4£A3/15 SF3/18 Po03/22 Se3/26 


Belgian African Line vais 
REGULAR—FAST— DEPENDABLE GHANA 


45: > 4 from ANGOLAN OUTPORTS Takoradi 
LUANDA—MATADI 1/11 Vibeke NO2/2 


N03/6 


2/14 — Jessie Guiwa 
to NEW YORK DIRECT 2/10 Branco N03/31 


IVORY COAST 
Abidjan 
1/15 Vibeke Gulwa Nopail NO02/2 
1/16 Afr Dawn Farrel! NY2/2 
1/27 ~—s Perang Eld-Dem NY2/13 Ba2/16 
° . 1/30_—s Afr ~Pilgrim Farrell NY2/16 
for coffee deliveries 1/30 Del Alba Delta N02/15 
2/2 Daloa Bi-Dia NY2/28 
and inspections. 2/2 Del Alba Delta N02/17 
2/1l_=s Afr Glen Farrel! NY3/2 
| 2/15 Salaga Eld-Dem NY3/3 Ba3/6 
| 2/16 Jessie Guiwa Nopal N03/6 
General Agents | 2/20 Del Santos Delta N03/9 
| 2/21 Del Santos Deita N03/9 
BELGIAN LINE | 3/12 Branco Nopal N03/31 


INCORPORATED 3/21 Del Valle Delta N04/6 
67 Broad St., New York 4 KENYA 
Whitehall 3-4949 


Our Piers 14 & 15 North 


River, is readily accessible 





Mombasa 


1/10 = Sakishima Maru Baron NY2/15 Pa2/17 Ba2/18 
1/13 Afr Lightning Farrell Bo2/20 NY2/22 
1/26 Mormacwind Robin Bo2/23 NY2/25 
27 = Okishima Maru Baron NY3/2 
31 = Lawak JavPac NY2/27 LA3/15 SF3/18 Po03/22 Se3/26 
Va4/4 





Mormacwave Robin Bo3/9 NY3/10 
Afr Moon Farrell Bo3/19 Ho3/21 
Afr Star Farrell Bo3/30 NY4/1 
Rotti JavPac NY3/29 LA4/12 SF4/15 Se4/19 Va4/26 
Po5/11 
| 2 Motoshima Baron Bo4/2 NY4/3 Pa4/6 Ba4/7 
| 3 Sherwood Robin Bo4/6 NY4/8 
3 Afr Patriot Farrell Bo4/28 NY4/30 
4 


SERVING THE BEST Afr Lightning Farrel! Bo5/11 NY5/13 
INTERESTS OF THOSE 

ENGAGED IN INTERNATIONAL neem 

TRADE AND COMMERCE... bear oll 


> CABLEGRAMS MOZAMBIQUE 
> RADIOGRAMS 


Sakishima Baron Bo2/14 NY2/15 Pa2/17 Ba2/18 
» TELEX Afr Moon Farre!! Bo3/19 NY3/21 
Afr Star Farrel! Bo3/30 NY4/1 
> LEASED CHANNELS Motoshima Baron Bo4/2 NY4/3 Pa4/6 Ba4/7 
Afr Patriot Farrell Bo4/28 NY4/30 
Afr Lightning Farrel! BoS5/1l1 NY5/13 





Tamatave 


AC&R — the largest American-owned 
international telegraph system — is at NIGERIA 
your service 24 hours per day each 
day of the year. Eld-Dem NY2/13 Ba2/16 
Eld-Dem NY3/3 Ba3/6 


AMERICAN CABLE & RADIO SYSTEM TANGANYIKA 


on ITT associate 


67 Brood Street, New York 4, N. Y Dar es Salaam 


1/21 = Afr Planet Farrell Bo2/20 NY2/22 
1/25 Okishima Maru Baron NY3/2 
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3/28 
4/ll 


ship sailings 


Lawak 


Afr Moon 
Rotti 


Afr Patriot 
Afr Lightning 


Tanga 


Afr Planet 
Afr Moon 
Lawak 


Afr Star 
Sherwood 

Afr Patriot 
Afr Lightning 


INDIA 
Calcutta 


1/21 


2/9 
3/9 


Excelsior 


Jalakrishna 
Jaladuta 


Cochin 


1/10 
1/13 
1/29 
1/31 


Jaladhan 
Buchanan 
Exemplar 


Adams 
Excelsior 


Monroe 
Jalakrishna 
Jaladuta 


Adams 
Johannes 
Monroe 
Marit 


INDONESIA 
Djakarta 


~ 
AnaY 


VeENNNNN NH 


ee 


Luna 
McKinley 
Jefferson 
Olga 


Yamakimi Maru 
Minx 

Cleveland 

Effie 

Johnson 
Colorado Maru 


JavPac 


Farrell 
JavPac 


Farrell 
Farrell 


Farrell 
Farrell 
JavPac 


Farrell 
Robin 

Farrell 
Farrell 


Am- Exp 


Scindia 
Scindia 


Scindia 
Am- Pres 
Am- Exp 


Am- Pres 
Am - Exp 


Am- Pres 
Scindia 
Scindia 


Maersk 
Am- Pres 
Pioneer 
Am- Pres 
Yamashita 
Pioneer 
Am- Pres 
Maersk 
Am- Pres 
K Line 
Pioneer 
Am - Pres 
Maersk 
Am- Pres 
Am - Pres 
Maersk 
Am- Pres 
Maersk 


1961 


Po3/22 Se3/26 
va4/4 


NY2/27 LA3/15 SF3/18 
Bo3/19 NY3/21 
NY3/29 LA4/12 Se4/19 Va4/26 


Po5/11 


SF4/15 


Bo4/28 NY4/30 
B05/11 NY5/13 


Bo2/20 NY2/22 
Bo3/19 NY3/21 


NY2/27 LA3/15 SF3/18 


Po3/22 $e3/26 | 


Va4/4 


Bo3/30 NY4/1 
Bo4/6 NY4/8 
Bo4/28 NY4/30 
Bo5/11 NY5/13 


ASIA 


Bo3/3 NY3/5 Pa3/8 HR3/10 Chsn3/13 | 


Ba3/17 
Bo3/10 NY3/11 N0O3/23 
Bo4/9 NY4/11 NO4/23 


Bo2/9 NY2/10 NO2/22 

NY2/18 Bo2/23 Pa2/26 Ba2/27 HR2/28 

Bol/31 NY2/2 Pa2/S5 HR2/7_ Chsn2/11 
Ba2/1° 

NY3/3 Bo3/8 Pa3/10 Ba3/11 HR3/13 

Bo3/3 NY3/5 Pa3/8 HR3/10 Chsn3/13 
Ba3/17 

NY3/20 803/24 Pa3/27 HR3/28 

Bo3/10 NY3/11 NO3/23 

Bo4/9 NY4/11 NO4/23 


NY3/3 Bo3/8 Pa3/10 Ba3/11 HR3/13 
LA3/13 NY3/29 

NY3/20 Bo3/24 Pa3/27 HR3/28 
SF3/25 NY4/11 


Ha3/4 NY3/7 
LA2/24 NY3/12 


LA3/11 NY3/27 Pa4/1 Ba4/2 Bo4/5 HR4/10 | 


Ha3/21 NY3/24 MI4/6 
Ha4/1 NY4/3 MI4/19 


SF1/25 NY2/11 

SF1/25 LA1/28 $02/3 

NY2/9 Ba2/13 Nf2/15 Pa2/17 Bo2/20 
SF1/28 

NY2/17 Pa2/2 Ba2/23 Nf2/26 

NY2/19 Ba2/23 Nf2/25 Pa2/27 

SF2/8 
LA2/11 NY2/26 

SF2/11 1A2/14 $02/20 

SF2/12 NY2/26 

NY2/27 Ba3/3 Nf3/5 Pa3/7 Bo3/10 
SF2/22 LA2/25 $03/3 

$F2/26 NY3/15 

SF3/2 LA3/7 

SF3/5 LA3/8 $03/14 

LA3/13 NY3/29 

SF3/14 


S$F3/25 NY4/11 





SOCOSOSSSSOCHSSHSOSHSSSSSOSSSSOHSOSSSSOSSSOSSHSSCEOOOE 


For 


See 
GLASSINE LINED 


Colle Bags 


Made RIGHT! Priced RIGHT! 


SSCOHSSHSSSSOSSSSHSCOSOSESESESES 


You will find ATLANTIC 
to be a sure, safe, de- 
pendable source for fine 
Coffee Bags—plain, stock 
design or private design. 
May we send samples 
and quote on your 
requirements? 


COFFEE BAG CO. m 


220 KOSCIUSKO ST. - BROOKLYN 16, N. Y. 





NEW Promotion 
mie COFFEE 
TREES 


guaranteed to grow as 
potted plants... are now 
available for mailing to 
customers and prospects 
throughout the U. S. 


A perfect self-liquidating 
premium to be advertised 
at only $1.00 for a pair 
of healthy two year old 


plants. 
"Send $1.00 for a pair of 
Somples*’ 


ay ~ ORCHAWAII SALES DIVISION 
> — Orchids of Hawaii, Inc. 


National Sales Office 
.305 Seventh Ave., New York 1, WN. Y. 
Telephone: ORegon 5-6500 








SUPERIOR SERVICE FROM BRAZIL TO 
ii [229 UNITED STATES NORTH ATLANTIC PORTS 


TORM LINES AGENCY, INC. 


’ GENERAL AGENTS 
24 STATE STREET NEW YORK 4, NEW YORK 
CABLE: TORMLINE 


ship sailings 


2/25 Maersk Ha3/21 NY3/24 MI4/6 
Nagoya 3/6 Maersk Ha4/1 NY4/3 MI4/19 
12. Rita Maersk S$F1/25 NY2/11 3/13 = Jaladuta Scindia Bo4/9 NL4/11 NO04/23 
12s Taylor Am - Pres SF1/25 LA1/28 $02/3 . 
15 Main Pioneer NY2/9 Ba2/13 Nf2/15 Pa2/17 Bo2/20 Trincomalee 
23° «-Yamakimi Maru Yamashita NY2/17 Pa2/22 Ba2/23 Nf2/26 
Bo2/9 NY2/10 NO2/22 


26 Minx Pioneer | NY2/19 Ba2/23 Nf2/25 Pa2/27 1/12 Jaladhan Scindia 
27—séE fie Saarsh LA2/11 NY2/26 2/12 ~= Jalakrishna Scindia Bo3/10 NY3/11 NO3/23 


28  Sshoeen Am-Pres SF2/11 LA2/14 $D2/20 3/12 Jaladuta Scindia Bo4/9 NY4/11 N04/23 


29 Colorado Mar K Line SF2/12 NY2/26 
s : HONG KONG 


Ming Pioneer  NY2/27 Ba3/3 Nf3/5 Pa3/7 Bo3/10 
Gortetd An-Pres  WR/ER UES 09/2 1/10 Minx Pioneer © NY2/19 Ba2/23 Nf2/25 Pa2/27 
Chastine Maersk SF2/26 NY3/15 1/11 Hoover Am-Pres  $F1/28 

we Cam Te Se ae 1/14 Yamakimi Maru Yamashita NY2/17 Pa2/22 Ba2/23 Nf2/26 
Johannes Maersk LA3/13 NY3/29 1/18 Colorado Maru _—iK Line SF2/12 NY2/26 

Marit Maersk SF3/25 NY4/11 1/18 Effie Maersk LA2/11 NY2/26 

— 1/18 Keystone Mariner PacFar SF2/4 LA2/10 

Shimizu 1/19 Ming Pioneer © NY2/27 Ba3/3 Nf3/5 Pa3/7 Bo3/10 
1/21 Cleveland Am- Pres SF2/8 


13. Taylor Am - Pres 25 LA1/28 $02/3 7 . 
13 Rita Maersk 25 NY2/11 26 ~— Grant Am- Pres LA2/11 NY2/27  Pa3/3 Ba3/4 Ba 


16 Main Pioneer 9 Ba2/13 Nf2/15 Pa2/17 B02/20 
24 Yamakimi Maru Yamashita 17 Pa2/22 Ba2/23 Nf2/26 Korean Bear PacFar = SF2/19 LA2/25 
Chastine Maersk SF2/26 NY3/15 


27 Minx Pioneer 19 Ba2/23 Nf2/25 Pa2/27 

28 Effie Maersk ll NY2/26 Van Buren Am- Pres ara/s LAS/S $03/14 

29 Johnson Am- Pres 11 LA2/14 $02/20 Wilson ee 

30 Colorado Maru K Line 12 NY2/26 Johannes Maersk LA3/13 NY3/29 
Golden Bear PacFar SF3/9 LA3/15 


4 Ming Pioneer 27 Ba3/3 Nf3/5 Pa3/7 Bo3/10 , 
10  Garfeté in tine 22 LA2/25 $D3/3 Jefferson Am- Pres LA3/11 NY3/27 Pa4/l1 Ba4/2 Pr 


13. -—- Chastine Maersk 26 NY3''S 

19 Van Buren Am. Pres 5 1A3/8 $D3/14 Hoover fore NN 
28 Johannes Maersk 13 NY3/29 ' Gort cet BaD BNA 
13 Marit Maersk 25 NY4/11 
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: 
Yokohama Shipping Notes 
15 Rita Marrsk 25 NY2/11 @ The Coldemar Line has announced the inauguration of 
15 Taylor Am- Pres 25 LA1/28 $02/3 regular monthly service to Colombia from the Port of Mo- 
17 Hoover Am- Pres 28 1. Say Om = - a 
fete ale > mas ens tear? eae bile. Vessels are slated to call at Cartagena and Barran 
26 Yamakimi Maru Y>mashita 17 ©2 22 Ba2/23 NI2/26 quilla, and at the Panama port of Cristobal. 
27 Cleveland Am- Pres 8 e American President Lines has launched the President 
29 Minx Pioneer 19 Ba2/23 Nf2/25 Pa2/27 . 
re on coal 11 LA2/14 $02/20 Tyler, second of two Sea-Racer class cargo vessels. The ship 
31 Effie Maersk 11 NY2/26 is being built at the same time as its sister ship, the President 
Colorado Maru K Line 12 NY2 ‘26 as esiaiageiel . mee : : 
uke rs oe are aan ere aan Lincoln. Both vessels are 563 feet in length, have 693,300 
Garfield Am- Pres 22 142/25 $03/3 cubic feet of cargo space, and are capable of 20 knots. 
wien Aa-re S73"2 * 897 e Flota Mercante Grancolombiana has announced comple- 
Va" Buren Am- Pres F3/5 1A3/8 $D3/14 ° ay ‘ | Col iin Meant, 
5 ~ eilieie inate 13 NY3/29 tion of a new ship for the lines Colombian-Ecuadorian 
3 Hoover Am- Pres 14 service. The 475-foot ship, built in Spain at a cost of $3.5 
Marit Maer 2 ; 
voleibans — =r million is a sister ship of three vessels already in service. The 
PAKISTAN ship, Ciudad de Armenia displaces 12,350 tons and will 
: have a total capacity of 503,741 cubic feet of cargo space. 
Karachi © Stockard Shipping Co., Inc., New York, has elected 
1/14 Jackson NY2/9 Bo2/13 Ba2/15 Ba2/16 WR2/17 Raymond Horgan as executive vice president, and J. Ross 
23 Buchanan NY2/18 Bo2/23 Pa2/26 Ba2/27 : Fen Ce A ae ee s 
atoms NYS/3 Ge8/8 Pe3/20 Oe3/11 883/13 Meehan, vice president in charge of traffic. 
2/17 Monroe NY3/20 Bo3/24 Ba3/27 HR3/28 @ Maersk Lines advises that they have shortened transit 
time from New York and Pacific Coast ports and the Far 
CEYLON East. According to the announcement express service to 
Colombo Bangkok, with intermediate stops at Japanese ports, has 
2/13  daledhen Gelatin we2/9 Wv2/10 802/22 been stepped up by an additional three sailings per month. 
1/14 Buchanan Am-Pres NY2/18 Bo2/23 Pa2/26 Ba2/27 HR2/28 e Lykes Brothers Steamship Co., of New Orleans has ap- 
1/17 Silverspray JavPac LA3/6 SF3/13 Po3/20 Se3/22 Va3/24 pointed E. H. Tipton general manager, sales. R. E. Berk- 


1/26 Adams Am-Pres NY3/3 Bo3/8 Pa3/10 Ba3/11 HR3/13 x fF; 
2/13 Jalakrishna Scindia. -B03/10_NY3/11 NO3/23 field becomes general manager, traffic. 
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New York green coffee brokers 








A. L. Ransonorr Co. INc. 


Coffee 


NEW YORK 





Cable Address 


“RANWILLIG” 108 Front Street 


! 








C. T. KONTOS & CO. 


COFFEE BROKERS 
AND 
IMPORT AGENTS 


79 Wall Street New York 5, N. Y. 














BALZACBRO 


SELECTED 


GENUINE QUALITY 


RELIABLE 


Specialists in Colombian Coffees 
Milds 


Mexicans 


BALZAC BROS. & COMPANY, INC. 
NEW YORK 











Edward P. McCauley & Co., Inc. 
COFFEE 


One Jones Lane New York 5, N. Y. 


Cable Address: CAULCAFE 























H. L. C. BENDIKS, INC. 


NEW YORK 
89 Front Street 


SAN FRANCISCO NEW ORLEANS 
40 California St. 225 Magazine St. 
IMPORTERS - JOBBERS 
COFFEE - TEA 








REAMER, TURNER & CO. 
COFFEE 
Brokers and Import Agents 


104 FRONT ST. NEW YORK 























J. N. SOARES CO. 


110 FRONT ST. NEW YORK 5, N. Y. 
Telephone: Cable Address: 
WHitehall 4-8152 “"JOSOARES" New York 

ent for Angolan Shippers 
MEMBER: GREEN COFFEE ASSN. OF NEW YORK CITY, INC. 
NATIONAL COFFEE ASSOCIATION 











Wm. Hosmer Bennett & Son 


Coffee Agents and Brokers 
NEW YORK, 5 


100 Front St. 
"Laticlave" 




















S. A. GLASBERG CO. 


ABYSSINIANS — ANGOLAS — BELGIAN CONGOS 
IVORY COAST — MADAGASCARS — UGANDAS 
Cables: Cafruki, New York 


125 Broad Street New York 4, N. Y. 

















ERNEST SINGHOFEN & Co., INC. 
Coffee 


NEW YORK 


TEL.: WHITEHALL 4-8182 109 FRONT STREET 

















JANUARY, 1961 














Classified 
Exchange 


RATES 
/2""—$4.00 1"—$7.50 2"—$II 
3"°—$15 4"— $18 
Situations Wanted: 20¢ per word $2 min. 








WANTED EXPERIENCED 
FLAVOR CHEMIST 


"We are looking for a chemist with 
experience in the manufacturing and 
quality control of food flavors, par- 
ticularly pure vanilla extract. Real 
opportunity with a growing company 
for the right man." 


Write to John Dolan 
CERTIFIED EXTRACTS CO. INC. 
811 E. 139th St., New York 54, N. Y. 








FOR SALE PIECEMEAL 
Modern Roasting and 
Grinding Equipment 
Available At Tremendous Savings 


3—Jabez Burns Model 23R Thermalo 
Coffee Roasters, complete with Stir- 
flex Coolers and Foxboro Automatic 
Controls. (located in Chicago) 

3—Jabez Burns 4-bag Jubilee Coffee 
Roasters with Stirflex Coolers and 
Taylor Automatic Controls. (located 
in New York) 

2—Gump No. 666 and No. 777 Granu- 
lators. 

2—Jabez Burns Green Coffee Mixers or 
Blenders, 10 and 12 bag capacity. 


ALSO AVAILABLE 


Package Machinery, Hayssen, Scandia, 
Battie Creek, Miller Box Wrappers 

Burns Model 22 Continuous Roaster 

Burns Models 33 and 35 5-bag Roasters 

Benco ~ Closing Machine 

Triangle Elec-Tro-Flex Automatic Bag Maker, 
Weigher and Sealer 

Gump Size 550 Green Coffee Cleaners 

Pneumatic Scale Auto Cartoning Unit 

A-B-C, Standard Knapp and Ferguson Auto- 
matic Shipping Bros Gluers 

Stokes and Smith Model A Stokeswrap 

Burns No. 6, 7 and 8, ‘2 and | bag 
Roasters 

Burns No. 12, 14 and 25 Grinders 

Knapp, CRCO, Burt Wraparound Labelers 

Stokes & Smith Models Gi, G2, HG84, 
HG87 Auger Fillers 


INSPECTION INVITED 


Write, Wire, Phone Collect for Detolis and 
else for our Special Low Bargain Prices 


Union Standard Equipment Co. 


318-322 Lafayette kag 167 North May St 
New York 12, N Chicago 7, Illinois 
CAnal 6-5334 Veely 3-7845 





Index to Advertisers 


Page 


Abidjan Chamber of Commerce 
Aldine Paper Co., Inc. ... ps 
American Cable & Radio System ~ 
American Can Co, yer 
American Coffee Corp 

Anderson & Clayton & Co. 
Appel, Jean ... 

Arnold, Dorr & ‘— ; 
Atlantic Coffee Bag Co., Inc. 


Balzac Bros. & Co., Inc. 
Bank of America 

Bank of New York 

Belgian Line Inc. .. 

Bendiks, Inc., H.L.C ae} 
Bennett & Son, Wm. Hosmer 
Bickford & Co., C. E. 

Boca Raton Hotel and Club 
Bowen Engineering 

Brazilian Coffee Institute 
Burns & Sons, Inc., Jabez 
Byrne, Delay & Co 


Cafe Dominicano 

Cambron Co., Inc., C. G 

Capt. Cook Coffee Co. Inc 

Cecilware-Commodore Products 
Corp 

Chase hacen Bank 

Classified Advertisements 

Coffee Board of India 

Compania Salvadorena de Cafe 

Continental Coffee Co 


D'Antonio & Co 

De Sola e Hijos, H 

Diplomat Hotel, The 

DuPont de Nemours & Co., Inc., 
ae 

Dupuy Storage & Forwarding Corp 


East Coast Coffee 

Ehrhard & Co., F. W 

—- Comercial do U Itramar, 
Ltd. 


Fairchild & Bolte 

Farrell Lines Y 

Farr, Whitlock Co., Inc ; 
Federacion Cafetalera de America 
Fernandez, Justo F 

Fitzpatrick & Hoffman 


Glasberg Co., S. A 
Goodyear Tire & Rubber Co., Inc. 
Gump Cp./ B. F 


Hall & Loudon 
Hesser 


Instituto Mexicano del Cafe 

Ireland, ; 

Irwin-Harrisons- W hitney Inc. 

Israel & Bros., Leon 

Israel Commodity Co., Inc., 

Java Pacific & Hoegh Lines 
(Nedlloyd) va 

Johnson & Co., E. A. 

Junta de Exportacao do Cafe .... 


Kontos & Co., 


Lafaye & Arnaud 
Lloyd Brasileiro ... 


McCauley & Co., Inc., 
Mackey & Co., C. A. 
Marcellino Martins Filho 

Merrill, Lynch, Fenner & Smith .. 
Martinson’s Coffee, Inc. 
Mississippi Shippi 

Moller SS Co. . 
Moore-McCormack Lines 


National Federation Coffee 
Growers of Colombia 

Nestle Co., Inc., The 

Neugass & Co., In 

Nopal Line 


Orchids of Hawaii, Inc. 


Palanwick Associates .... 
Probat-Werke 


Ransohoff Co., Inc., 
Reamer, Turner & Co. 


Santos & Goncalves, Ltda. 
Schonbrunn & Co., S. A. 
Schwabach & Co. . 

Singhofen & Co., Inc., 

Soares Co., J. N 

Societe Generale 

Societe Comercial Anversoise 
Standard Brands, Inc. 

Stahl & Cia, Maximo, Sucessores . 
Stockard Steamship Corp. ...... 
Taffae Co., Inc., 

Thomson Inc., a 
Tomlinson No Drip Teucss Co. 
Torm Lines ... 

Turfait & Cia S. A 


United Fruit Co. 
United States Navigation Co., In 


Volkart Brothers Inc. 


Edward P. 79 
43 


— Fargo Bank American Trust 


Witter & Co., De an 




















| 106 Water St. 


“THE BOOK OF SAUCES” 


One of the most complete 
1-volume collections ever de- 
voted entirely to the art of 
preparing sauces. It treats 
this important subject in an 
interesting way. Also in- 
cludes a short summary of 
many spices, herbs and flav- 
orings. 128 pp., vest-pocket 


size. 
only $3.00 


Coffee & Tea industries 
New York & N. Y. 


| 


Spices: by JOS. K. JANK 


| 
| 


THEIR BOTANICAL ORIGIN 


| THEIR CHEMICAL COMPOSITION 


THEIR COMMERCIAL USE 


Price $3.00 


Write The Spice Mill Book Department 


| 106 Water Street New York 5, N. Y. 
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C E BICKFORD & CO. 


Coffee Brokers and Agents 


Since 
1886 


NEW YORK NEW ORLEANS 


120 WALL STREET 427 GRAVIER STREET 
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OFFEE OFFICES AND REPRESENTATIVES 
IN THE PRINCIPAL PRODUCING AREAS 


VOLKART BROS., INC. 


120 WALL STREET NEW YORK 5, N. Y. 
HAnover 2-9400 Cable: “VOLKART” 





